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THE “FIVE-TIMES-BETTER” SANDPAPER 
by BEHR-MANNING CO. 


A DIVISION OF NORTON COMPANY : 
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Hand Sanding Handy Packs 


BEAR® SANDPAPER Handy Packs for paint 
and varnish removal from common wood- 
work and furniture, come in 41/2” x 5” packs 
of assorted grits. New flip-tab on packs for 
pegboard selling. 


BEAR EMERY CLOTH Handy Packs for hand 
polishing of utensils and common unplated 
metals, come in 41/2" x 52” packs of 
assorted grits. New flip-tab on packs for 
pegboard selling. 





Handy Pack Sanding Discs 


Colorful new packaging and eye-catching 
cartoons as appearing in Post ads remind 
customers that ADALOX discs are needed 
for home sanding chores! Available in most 
popular sizes and grits for portable disc 
sanders and drills. Display on counter or 
mount packs on pegboard. 


BEHR-MANNING CO., Troy, N. Y. Dept. HA-4 


We would like to know more about some of 
this attractive BEAR merchandise. 


_| Please have your salesman stop in. 


_ Please send us your net price booklet. 
Dealer Name 

Street__ 

City iia Zone___ State_ 


Signed by 
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Fast- moving popular 














Sandpaper 
Racks & 
Assortments 


NOVEL SELF-SERVICE RACKS GIVE 
BACK COUNTER SPACE THEY OCCUPY 


Both have top shelf giving you back 
counter space for extra goods, and are 
designed for self-service. Both have handy 
strips for price and grit stickers, and have 
rich blue and yellow colors. No. 60-T has 
vertical design. No. 60-S has horizontal 
low-boy design, ideal for counter or shelf. 


5 POPULAR ASSORTMENTS 


ADALOX® and TUFBAK® Assortment. Best 
selection for complete refinishing. 5 sleeves 
ADALOX for all dry sanding, 3 sleeves 
TUFBAK for wet sanding. 


ADALOX Assortment. Quality selection for 
dry sanding of most all materials, wood, 
metal, compositions. 4 grits ADALOX in 
8 sleeves. 


GARNET Assortment. Fine selection for dry 
sanding and refinishing all soft woods and 


soft compositions. 4 grits GARNET in 
8 sleeves. 


RED & WHITE Assortment. Popular selection 
for dry sanding. 4 grits GARNET for soft 
woods and compositions, 4 grits MOHAWK 
FLINT fer paint removal. 


MOHAWK® Assortment. Good selection for 
paint removal from common woodwork and 
furniture. 4 grits MOHAWK FLINT Paper in 
8 sleeves. 
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Handy Pack 
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for sanding wood, 
Packs have new flip-t 


Portable 


* 
“2 
7 





ADALOX Cloth Belts 
machines for sandin 
wood, metal, come 
famous __ industrial-ty 
these belts come in 
KOTE in a wide ran 


BEAR Sanding Block | 
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BEAR Sander No. |2 
loads like a camera 
and finishes like a 
Refill Rolls provide n 
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BEAR Masking Tape 
deal M-59 consists 
of 4 dozen handy, 
dispenser - packed 
rolls in 3 popular- 
priced sizes. Custom- 
ers can easily select 
the right size roll to 
fit their job. Post ad- 
vertising and this 
silent salesman will 
move tape fast! Dis- 
play with paints and 
brushes. 


Masking Tape Displays 


BEAR Masking Tape Displays in 3 different 
sizes combine color and timely homecrafter 
Post ad cartoons for fast sales . . . more 
profit! Display with related items or use to 
restock the M-59 Tape Rack above. 





Cellophane Tape Displays 


BEAR Cellophane Tape Displays No. C-52 
and C-55 contain the 2 popular sizes for 
home and office. C-52 rolls are %4” x 150”, 
and C-55 rolls are 3/4," x 300”. Rolls are on 
plastic dispensers, 3 each of 4 colors. 





Plastic Electrical Tapes 


BEAR Plastic Electrical Tapes No. V-3 and 
V-4, for home wiring, insulation or wrapping 
handles, come in the 2 popular sizes: V-3 rolls 
are ¥%,"’ x 20’, and V-4 rolls are 1/2” x 150” 





.» — Job-Size Plastic 


ease | Electrical Tapes 
ELECTRICAL 

s BEAR Plastic Electrical Tapes 
are UL approved, and are 
widely used by electricians 
and contractors. In tubes, the 
rolls are 3,” x 20’; in tins, 
3¥/,"’x 66’. Ideal for job-size 
work. 








Sharpening Stones & Wheels 


CRYSTOLON® Sharpening Stones No. 273-A 
and TROY Grinding Wheels, provide the 
home owner and the home craftsman with 
an ideal combination for all home sharpen- 
ing of household cutlery and garden tools. 
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One of our regularly 

ments in the Saturday 

for details of our new ADALOX merchandisi 
program to Dept. HA-4, BEHR-MANNING CO., 
Troy, N. Y., a division of Norton Company. 


the quality sandpaper backed by Saturday Evening Post 
_ advertising and merchandising . . . 


plus other powerful in-store promotion aids! 


WHEN IT COMES TO LOCKS... 


YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the past 
Six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 


institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Special listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 


YALE & TOWNE 


YALE —REG. U.S. PAT. OFF 


BR5280-5 Exterior 


The Yale® 5200 Series offers you 
security. The security of genuine 
Yale pin tumbler action in six en- 
trance locksets: Plain latch, dead- 
locking latch and extended backsets, 
plus a full range of interior functions. 
Two designs, Brandywine (illustrated) 
and Litchfield. 


BR5285 Bath BR5286 Closet 


Full line of Yale’ residential key-in-knob locksets 


Want more facts? Circle 101, p. 129 
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AJAX 


TRADE-IN all your Ajax display boards for the 
exciting, new 1965 AJAX “KITCHEN JEWELRY” 
DISPLAY BOARD. Nothing like it anywhere! 


Surprising trade-in allowance! Ask your 










Ajax distributor about this exclusive offer now. 


AJAX HARDWARE CORPORATION, CITY OF INDUSTRY. CALIFORNIA 


Want more facts? Circle 102, p 
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its notrick — 
to make chain sales 


LEVERPAK* 
FIBRE DRUM 


Cleanandbright 4g ACCO PAILS 
Proof Coil and BBB 36”, 14", Ke" and ¥ 
Coil Chain in drums aii > ¥%” Proof Coil and — 
comes in four sizes [oe ~ BBB Coil Chain 


BBS COM CHAIN 


—3%q", 4%" 546" and i available in ACCO 
%". ie Pails. 


Display ACCO Extra-Bright 
Zinc Plated Proof and BBB Coil Chain 
in Pails or Drums 


e Your whole chain sales picture will brighten when you display acco Proof 
Coil Chain and BBB Coil Chain with the new Extra-Bright Zinc Finish. So 
sparkling and so different is this chain, that it actually sells itself. For 
instance, it’s the kind of chain that will catch the eye of the customer who is 
looking for a mooring line for his boat. Home owners will see many practical 
uses for it such as closing off the driveway or hanging potentially dangerous 
tools out of reach of the children. 

Whatever the end use, your customers will be well pleased with the new 
Extra-Bright Zinc Finish these two popular chains offer. A durable protec- 
tive coating bonded to the chain surface, it is highly resistant to rust, stain, 
and tarnish. Stays bright long after standard zinc finishes turn dull and 
dirty looking. 

Extra-Bright Zinc Proof and BBB Coil Chain is put up in two new 
ready-to-use containers for the convenience of customers and clerks. You 
can choose from sturdy, reusable steel Acco pails, or attractive Leverpak 
fibre drums if you order larger quantities of chain. 


*Registered Trademark, Continental Can Company 
scarereneomere: | AMERICAN CHAIN 1° 
Contact your American Chain ) 


distributor for complete informa- | American Chain Division * American Chain & Cable Company, Inc. 
tion about these items or write ! Bridgeport, Conn. + Factories: *York and *Braddock, Pa. 


our York. Pa of fice for your Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston 
? "7 


. *Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore., *San Francisco 
copy of free literature *Indicates Warehouse Stocks 


Want more facts? Circle 103, p. 129 
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Editorial 


by W. A. Phair 


The cut price generation . . 


When the history of the 50’s and 60’s is written, will they call 
those of us who have lived these years, “the cut price generation” ’ 


Any detached and objective historian who studies our newspapers 
and magazines, and listens to our everyday conversations, must come 
to the conclusion that price is the most important aspect of our 
business life. Our creed, this historian might record, is “How cheap, 
not how good.” 


It is a distressing commentary on our times that the most influen- 
tial people in our business communities seem to have made cheap- 
ness their new idol. Pride of craftsmanship; pride of ownership; 
the measurement of value as a function of quality and price, all 
seem to have gone into limbo. They have been smothered under a 
massive wave of price worship. Why? Is this good? 


It is usually difficult to grasp the full meaning of a picture when 
you stand too close to it. It is quite likely that many of us are not 
fully aware of the character of our everyday actions, because we are 
too close to them. 


But, if you’ll step back for a moment and take a careful look at 
what is happening, you’ll see for yourself that cheapness seems to 
be the dominating factor in today’s merchandising activities. 


You’ll see the same idea repeated time and time again, in different 
words, but always with the same meaning: Prices cut; big bargains; 
lowest price in town; no-profit sale; cheap imports; beat the com- 
petition; mark it up and slash it down. 


We seem to be in a whirlpool that spins faster and faster, cheaper 
and cheaper. Is this to be our heritage to future generations? 
Is the character of this country changing so abruptly that now all 
that matters is cheapness? Is it possible that we are building a 
monster that may well be our own undoing? 


I personally find it difficult to believe that in a nation like ours, 
that price is the only real measure of value. I think there is a vast 
market waiting for someone who offers true values . . . quality, use- 
fulness and service at a fair price. There are real opportunities, in 
my opinion, for the merchant who can talk intelligently about real 
values, instead of just cheapness. If we are as competent busi- 
nessmen as we think we are, it should be possible for us to again 
establish owner benefits as the real measure of value. 


You can’t build a future on cheapness. You cannot expand an 
economy by everlastingly downgrading everything. Progress is built 
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Editorial 


continued 


on improving values, not by continually cheapening a product to 
meet a price. 


It seems to me that the time has come to put an end to this mad. 
ness of thinking, talking and offering price only. The task of return- 
ing the meaning of value to its true sense will not be easy. But it 
must be done. 


The discounters’ trap... 


Any discussion of price selling must inevitably consider the dis- 
count houses. We must admit that these discounters sing a siren 
song; they are shrewd and capable promotion experts. They create 
images and impressions that do not exist in reality. 


But they do move merchandise. And this is sweet music to the 
hard-pressed factory sales manager with top heavy inventories hang- 
ing over his head. But is volume alone the full measure of the value 
of a discount house as an outlet? I don’t think so. There are some 
other questions that should be asked. Such as, how long will this vol- 
ume last? Is this volume large enough to compensate for possible loss 
of business from other outlets? Do I run the risk of becoming a 
captive brand of the discounters? 


If these questions are answered objectively, the attractiveness 
of the discounters fades. Some “experts” have talked of the “revolu- 
tion” caused by the discounters. There is another “revolution” 
slowly getting under way. It is the revolt of the established retailer 
to the handling of lines carried by discounters. 


A discounter must have national brands; someone else ust do 
his pre-selling. Someone else must also carry the line to set up some 
standards of values which he can undercut. But what happens if a 
national brand is discarded by other retailers, and a manufacturer 
is left alone with his discounters ...a captive brand? How long 
will this brand remain attractive? 


I know that some manufacturers are convinced that they can 
sell both the discount houses and hundreds of thousands of full- 
function retailers. This reasoning doesn’t make sense. Either a 
retailer makes money on a line, or he drops it and replaces it with 
another. I do not believe the average manufacturer realizes the 
strength of the feeling developing in the retail trade against lines 
handled at a cut price by discounters. 


Our mail reflects this growing conviction that there is no common 
sense in handling a national brand, no matter how attractive it might 
be from a consumer point of view, unless the retailer makes money. 
The growing interest in private brands is one manifestation of this 
viewpoint. 


As this new “retail revolution” gains momentum, it is possible 
that some manufacturers may find themselves in a trap, from which 


escape may be difficult. 
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A dead bolt and chain door fastener 
combined, all in one attractive unit of 
extruded brass. When bolt is in normal 
position, it is a positive dead bolt. 
Reversed, it becomes a chain door fas- 
tener. When not in use, bolt is stored 


in convenient holder on door casing. 

This No. V-837 Dead Bolt and Chain 
Door Fastener is another example of the 
quality and value that has made National 
hardware the choice of better builders 
for over 60 years... ask for it by name. 


+ NATIONAL MANUFACTURING CO. 


30104 First Ave. 


Sterling, Hlinois 


Want more facts? Circle 104, p. 129 
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WASHINGTON 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Compromise on the New Frontier .. . 


Defeat of the minimum wage bill President Kennedy demanded 
from Congress spells trouble for other parts of the New Frontier 
program. While many measures will pass Congress—including a 
scaled down minimum wage bill—they won’t be quite as costly or 
as broad as Kennedy would like. Stronger congressional opposi- 
tion faces Kennedy’s bid for health care for the aged under Social 
Security, an expensive depressed areas aid program, and a federal 
budget which runs deep in red ink. Compromise is the keynote 
for the months ahead. Kennedy has never come out too well in 
congressional compromise debates. 


Consumers’ bureau coming soon... 


President Kennedy is moving fast to set up a “Counsel of Con- 
sumers” in the White House. He won’t have to wait for Congress 
to approve this one. The post will go to a woman “familiar with 
consumer problems.” Some of the things such an office could 
press for—with Kennedy’s approval—include product quality 
testing and labeling, price investigation, a national credit policy 
for dealers, and control of advertising. Federal controls could 
arise in any one of these areas, spelling plenty of headaches for 
dealers. 


Up go unemployment taxes .. . 


Dealers won’t feel the effects on their cost of doing business of 
President Kennedy’s unemployment compensation program until 
next year. The increased benefits program calls for a boost in 
unemployment taxes—paid by employers—after Jan. 1, 1962. 
The tax rate will increase on that date from 3.1 percent to 3.5 
percent. Kennedy says the added benefits will help the economy 
by boosting the nation’s purchasing power. 


Dual probe on price abuses... 


The Justice Department and the Federal Trade Commission have 
joined hands to curb price abuses by business. The Justice De- 
partment aims at the industry level, investigates “collusive” bidding 
on government contracts and so-called “administered” pricing. 
The FTC is moving in on retailers with its questionnaire-by-mail 
program. Department stores are under the investigative gun now. 
Food markets recently were scrutinized. All areas of retailing, 
including hardware stores, will eventually be checked. Aim of 
joint effort: a system of federal price controls to rid economy of 
ups and downs, inflation and deflation. 
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Model 748 CGM 2” Drill * Model SC7100BM Power Saw 
50% more torque than V4” drills! Die-cast : 7” blade cuts full 22” at 90°, 2 x 4 at 
3}uminum housing, mirror finish. Powerfu a 45°, bevels to 45°! Powerful Series 115 
eries motor, 2.6 amperes $9548 4 voit AC motor, 7.0 amperes, 5000 rpm, 


SHOPMATE 


Suggested Retail Aluminum die-cast housing, mirror 


finish. 
Mode! 748CG—Silver Luster Fin 


Suggested a QB 
Model K-280C Oscillating Sander—2 Kits Retail: 


Fast sanding—4000 oscillations per minute. Patented 


a ie ; : Model SC7100B—Silver Luster Fin.—$39.98 
Knuried roiler iocking device grips 3 standard abra — see 


Sive sneet 5 98 ° sani sie 
Suggested Retail 24" if SPRING-FESTI-VALUES Wy) 4 


i 
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K-280C-20 Sander, 2 tungsten carbide grits, 3 s« a 
fine sandpaper and iamb’'s woo! polishing bonnet 


K-280C — Sander, 9 sheets sandpaper, assorted grits [i= Coupon worth $1.70 on purchase of a CS-90 


{ oarse medium t ne Tale! IMD S WOU bonnet 





Combination Blade (retail value $3.20) in- | 

cluded with every SC7100BM and SC7100B < 

7” Power Saw. = | 
= | 


ress 0 — : AYN) COUPON TIN VW Wn We 
wectal Values. 
pectial Fealiines. 


FOR FAST TURNOVER « FAT PROFITS! 


Stock and display these value-packed products! PET’s Spring 
Program includes package-insert coupons to bring customers 
back—values in tools for home, shop, garden—display materials 
mat ads—and a special tabloid, sure to make news! 


oe 





To help you move stocks fast, PET offers these special Festi-Value 
materials FREE! 


1. Display Stand for Starflyte Lawn and Garden Tools. (Free with initial 
order for 3 tools.) 
2. Display Stand for Lawnmate Lawn and Garden Tools. (Free with initial 


SPRING-FESTI-VALUES Be order for 3 tools.) 


3. Newspaper mat ads — featuring every Festi-Value item—1 or 2 column 
x 75 lines Free. 


Coupon worth $3.25 with every 4.8 page tabloid with all Festi-Values and many service hints for mail- 
Starflyte and Lawnmate Lawn and ings, stuffers — Free. 


Garden Tool, on the purchase of 
50’ 3-wire 16 gauge weatherproof 


with retail value of $6.50. >= POR TABLE-ELECT RIC TOOLS, INC. 


oe LM Coupon : 1200 East State Street, Geneva, Illinois 
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In Canada: 452 Birchmount Road, Scarborough, Ontario 
want to feature Festi-Values! Send the following: Dealer Price 
Shopmate SC7I00BM 7” Power Sew 2... cic cect ccc ce ce Set 
Se ee es 8 oie <e hMéecseess ae 
od 6 6-0 F0OS S44 £44 081 08th es Ce 
*e*enetetereneeeneeenerewvreeeeeeeee 16.65 
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TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Has the bottom been hit? ... 


Has the bottom of the business recession been hit? Many observers 
feel that it has. They base their feelings on developments at the 
tail-end of the first-quarter which point favorably to this assump- 
tion. Most significant are the apparent end to a six-month decline 
in industrial production, and indications that manufacturers have 
just about hit bottom in cutting inventories. However, the observers 
think the real clue will be found in April statistics. If production 
holds steady or improves, and manufacturers actually halt cut backs, 
it will put into motion forces that will lead to the start of inventory 
rebuilding; increased production; higher sales; the ultimate rehir- ey 
ing of unemployed; and a general -business recovery. 


A less worried feeling . . 


Another good clue to future business trends is the plans of manu- 
facturers to build new plants, buy new equipment this year. 
Although they plan to spend 3 percent less than in 1960, their total 
planned outlay, $34% billion, is high. And, when compared with 
their 17 percent cut in spending during the 1957-58 business down- 
turn, it indicates these manufacturers are less worried about busi- 
ness this year. It must be remembered too, that these plans were 
made some months back when the business outlook was marred. 
Should business in the second quarter improve as expected, these 
plans may be revised upward, providing an added stimulant for 
better business in 1961. 


Outdoor living starts soon .. . 


Judging by the experience of several Spring goods manufacturers, 
many dealers are expecting heavy Spring buying. Orders from 
dealers in some areas are running heavier than expected. Appar- 
ently these dealers foresee a change for the better in consumer 
attitudes toward spending. This could be an important clue because 
the season for selling outdoor goods is almost here. May signals 
the start of vacations, week-end trip, and outdoor fun. It would 
be wise to review your Spring promotion plans to avoid being 
caught short. Get your outdoor lines on the sales floor early, backed 
by a good advertising program. Remember to upgrade sales where 
possible. 


Gas air conditioners promoted .. . 


Look for a big push on gas air conditioners this year. This is a 
market described by industry officials as practically untapped. 
Accordingly, some 75 gas companies through the country have setup 
the biggest sales campaign in the industry’s history to dent this 
market. Their goal is to increase sales to at least 25,000 units or 
70 percent more than in 1960. Introduction of new designs and unit 
capacities are expected to help spur sales. 


... Turn to page 158 for more news of How’s the Hardware Business, 
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Nr. Dealer, We Offer YOU: 


UNSURPASSED QUALITY, DURABILITY, PERFORMANCE 





AND A COMPLETE, ACCEPTABLE, PROFITABLE LINE! 


\\ 


NEW! neew-rrim FRONT DISCHARGE 


DeLuxe reel, self-propelled and push combination with 
superior maneuverability ... Handle lifts to self-propel 
through positive clutch—no levers to push or pull—bal- 
anced for effortiess operation—trims to %” of walis and 
fences. Has front discharge into a safer all-steel grass 
catcher. Rugged 3 H.P., 4-cycle, lightweight aluminum 
engine with float feed carburetor and impulse starter... 
Snap starts without engaging reel or transmission. Posi- 
tive clutched wheels assure smooth operation without 
side motion. Remote controls for start, run, stop on 
handle. Cutting heights from %” to 2%” easily selec- 
ted. Heavy welded steel chassis. Available in 2 models. 


* 
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NEW! vacu-mow set ROTARY 


Does superb job of cutting . . . vacuum cleans lawn of 
all grass, twigs, leaves, etc., with its exclusive baffled 
jet stream tunnel design. Packs more grass solidly 
into the safety-engineered all steel grass catcher than 
conventional mowers. Has remote handle controls and 
finger-tip height adjustment. Powerful, 3 H.P., light- 
weight aluminum engine, with impulse starter and float 
feed carburetor, handles the toughest mowing jobs. 


Available in 6 models, 20”, 22”, 24”—3 self- 
propelied. Also in 6 conventional models without 
baskets or Vacu-Mow design. 


—? MODEL P817-E, 17” Electri 
MODEL P5521, 21”, DeLuxe self-propelled reel, MODEL P622-HS, 22” Deluxe Rotary, 3 H.P., Impulse oe ae Electric Rotary Gear 
2 


Drive, 1% H.P., with Adjustable Cutting 
Heights. Also available in Model P817-EB, 
Belt Drive, 1 H.P. 





H.P., Recoil or Impulse Starter... Also or Recoil Starter, Finger-Tip Height Adjustment. Avail- 
evoilable in 18” size. able also in 19” size. 








@ “The finest mowing equipment ever built!”... power lawn mowers... Reel, Rotary, and Elec- 

that is what we say about the new 1961 Pincor tric models from 17” to 24” in self-propelled and 

Line. Dealer acceptance has been enthusiastic too. push types. 

When you discover the combination of their supe- Now is the time to plan for your best year in 

rior design, ultra precision, and unusual perform- mower sales—with New 1961 Pincors... there are 

ance features, we believe you will agree. none better! Write for complete details and Pincor 
Pincor offers you a complete 1961 Line of Profit-Making Prices. 


There’s A Nationwide Network of Pincor Authorized Service Stations 
Pincor-trained mechanics offer a complete mower and engine service throughout the United States and Canada 


\- 
i ELECTRIC PORTABLE POWER TOOLS 
poe Sve of ELECTRIC _*. A 
GASOLIN “<4 ~), : 
fang =| GENERATING wear Tyre 
ENGINES Pye 4 PLANTS (Bet ie . . 


Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 w. Dickens Ave., Chicago 39, III. +» Telephone BErkshire 7-4100 
Want mere facts? Circle 106, p. 129 
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MERCHANDISING 


- Newsierler 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


FARM AREA DEALERS ARE FEELING BETTER. Farmers' cash receipts reached 
$3 billion in January, an 11% gain over last year in a normally 
rock-bottom month. The highest income in three years, about $13 
billion, is expected in '6l. Generally good Spring weather favors 
bumper crops of wheat, corn, oats, barley. Higher price supports 
now in effect or planned will raise farmers’ spendable income. 
Thus Mr. Farmer will need, and buy, more fertilizer, new tools and 
equipment this year. He's likely to make oft-deferred buys of 
convenience and luxury items as well .. . if you push for this 
business. 



































OUTSIDE SALES, ALWAYS PROFITABLE, GAIN NEW LUSTER. It's because of 
"moonlighters." A moonlighter is a man in a squeeze. Has daytime 
job, but can't seem to make ends meet. Or he's on Short work week. 
So he takes parttime job, has little time for shopping. Dealers 
and big chain stores see moonlighters as hot prospects for home 
calls. Power tools, appliances, even kitchen gadgets are sold this 
way. Imprint all mailers, ads, bills with reminder: "Too busy to 
shop?, we'll come to your house." Offer these spare time calls to 
Someone on your staff (who'll thus become a moonlighter) at 5% 
commission. You will probably get several willing volunteers, and 
bonus sales. | 





























BIG RETAILERS FIND PROFIT IN MATCHING CLERKS AND CUSTOMERS. They ask: 
Does dealer in midst of Chinatown do better if he is oriental? Are 
southerners drawn to salesgirl with a slow drawl? Will an Olsen 
outsell an O'Brien in Minneapolis shops? Big stores say "yes," and 
are Starting to hire personnel that have something in common with 
their trade. Customers are more favorably inclined to buy from 
persons of their own type and ethnic group. This is touchy area 
that must be handled carefully and wisely. Study the character of 
your average customer and try to mirror this man in your staff. 






































BETTER PREPARE FOR THE BIGGEST SPRING HOLIDAY. The ingredients are mixed 
for an unforgettable Memorial Day celebration. Why? May 30 falls 
on a Tuesday, and this means a four-day weekend for millions of 
workers. Also, this is centennial year of the first shot fired in 
Civil War. Tie-in national promotions will be too numerous to 
count. Lastly, sluggish business barometers are Starting to churn. 
The total atmosphere is conducive to plenty of volume for dealers 
with full wagons and the courage to promote. 
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WOOD'S NEW TAPER 
FORGED SHOVELS ARE 
BUILT RIGHT AND 
BALANCED RIGHT! 


. 

* 

> 

oe © 
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ce 

oe ona > 

is 
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... AND THEY ARE THE ONLY ONES WITH AN I-BEAM 
TO MAKE THE HANDLES STRONGER AND SAFER. 


i 


Want more facts? Circle 107, p. 129 
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SMOOTHEST ACTION OF THE 
22 AUTOMATICS 


WITH THE EXCLUSIVE PLUS OF MICRO-GROOVE ACCURACY 


Here’s a sure-fire hit with small-game hunters, pest hunters or people just interested in 
owning a fine .22; the Marlin Model 99. It’s the only rifle that combines the advantages 
of automatic action with the extra accuracy of exclusive Marlin Micro-Groove. Fires 18 
shots as fast as the trigger’s pulled, yet functions with satin-smooth, jam-free action. 


Other selling features characterize this superb .22. The parts are skillfully heat treated 
and machined to exact tolerances, for its fast, smooth action and longer life. Marlin 
side ejection keeps the sights low and in line. The stock, of selected walnut, beautifully 
burnished, is the final mark of Marlin’s quality. 


This is a good time to check and make sure you have an ample reserve of Model 99’s 
on hand. With the greatest sale gains in the industry year after year, there'll be a greater 
demand for all Marlin products this year then ever before. The Model 99 retails for 
$43.95. With the Marlin 4X Micro-Vue Scope, for $53.95. Build even more volume 
with the Marlin’s Pay-Later plan. Write to Marlin for details. 


——WHAT MICRO-GROOVE oui 
Gas leakage ahead of bullets fired from a 
rifle with ordinary rifling reduces muzzle 
velocity. Deep grooves distort bullet, mar : 


trajectory. Result: a miss. Micro-Groove, 

the exclusive Marlin technique that rifles 

- ame — in the es sigue gas Mi 4 Cc R o a G R Oo Oo V E 

’ t distorti “ t: 2 

aA 8 868 6UC GREATEST SALES GAINS IN THE 
INDUSTRY YEAR AFTER YEAR 
Marlin Firearms Co. e New Haven, Conn., U.S.A. 

Want more facts? Circle 108, p. 129 
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HAS TAKEN EVERY MARKETING AREA BY STORM 
-caught the imagination of BUILDERS, CONSUMERS, REMODELERS. 
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WITH SUCH FEATURES AS: GOLD ANODIZED ALUMINUM TRACK @ dlc. 
| ¢ 6’ 0” @™ SUPPORTS HEAVIEST LOADS @ incomparably smooth, gliding 
tiv ™& TRACK IS EASILY CUT TO SIZE FOR SPECIAL WIDTHS @ 


AND A PROFIT-PACKED BARRAGE OF SALES AIDS! 
ssaltiias 


‘a 


le elM lel Y Behind every closet door is a potential Grant Closet Rod Sale. 


You can’t afford to close your door to these openings! write FOR COMPLETE DATA TODAY m 


GRANT CLOSET ROD 


& GRANT PULLEY & HARDWARE CORPORATION 





Eastern Division/145 High Street, West Nyack, N. Y. 

Western Division/ 944 Long Beach Ave., Los Angeles 21, Calif. 

sliding door hardware -* drawerslides + drapery hardware « pocket frames -¢ pulls + special sliding hardware 
Want more facts? Circle 109, p. 129 
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Qouthern 
Scores_ 
gain! 


‘lown and 


The hottest, fasfest-selling, most asked-for item 
of 1961. And, there is nothing else like it 
available! 


It’s proving once again that Southern is the 
leader in mailboxes...a leadership you have 
come to expect. 


TOWN AND COUNTRY... 


First change in the suburban mailbox in over 
50 years! Rugged, die-cast door, flag, frames 
and hood ... sturdy body stamped from steel. 
Baked-on acrylic finish won’t fade, crack or 
peel. Hood and flag base are chrome plated. 


COLORS SHIPPING WEIGHT 
Chrome Blue @ Turquoise 1 Box 20.0000. ccccccccceees 9 Ibs. 


Chocolate @ Surburban Pink Master Carton (6 boxes)... 63 Ibs. 
Thunderbird White Accessories (per set)............6lbs. 
SIZE 
20%” long 8%” wide 
8%” high 


MOUNTING POLE AND BRACKET ARE AVAILABLE AS ACCESSORIES, 


" 


a ee 4 fe ys i ‘ RO Sie: Fone Se j Bye 
> - LOBE ‘% os ore ILE soe 
P . a . . wre ° » 
¥ ¥ “~ ~ | YvY¥Y wT . c C i Lk < . | 
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SUBURBAN MAILBOX 


SOUTHERN'S SURFACE-MOUNTED 


SCENE-STEALERS! 


M-42 — Handsome han- 
som adorns this tradi- 
tionally styled box. 
Brightens any entry. (Ver- 
tical or horizontal styles.) 


M-3 —Colonially graceful, 
with ivy trim! A pleaser 
with personality. 


SP-12 — Gold-plated 
poodle, new stand-off 
magazine bracket make 
this a top favorite. (Ver- 
tical or horizontal styles.) 


Want more facts? Circle 110, p. 129 
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“BW-4 — Classic eagle ac- 
cent blends with modern 
or traditional. (Also in 
vertical style.) 


6110 
























































Any kind of hardware you’re shipping—from nuts 
and bolts on up—gets where it’s going faster on 
Greyhound Package Express. Shipments going hun- 
dreds of miles can arrive the same day they’re sent! 


Whatever the destination of your shipment, chances 
are, a Greyhound is going there anyway...right to 
the center of town. Greyhound travels over a million 
miles a day! No other public transportation goes to 
so many places—so often. 


CALL YOUR LOCAL GREYHOUND 
BUS TERMINAL TODAY...OR MAIL 
THIS CONVENIENT COUPON TO: 


GREYHOUND PACKAGE EXPRESS 
Dept. D10, 140 S. Dearborn St., Chicago 3, Illinois 


Gentlemen: Please send us complete information on Greyhound 
Package Express service...including rates and routes. We 
understand that our company assumes no cost or obligation. 


NAME_ TITLE 


You can ship anytime. Your packeges go on regular 

Greyhound passenger buses. Greyhound Package 

Express operates twenty-four hours a day...seven 

days a week...including weekends and holidays. 

What’s more, you can send C.O.D., Collect, Prepaid 
.or open a charge account. 


IT's THERE IN HOURS... AND COSTS YOu LESS! 


Want more facts? Circle 111, p. 





COMPANY 





ADDRESS i 





CITY ZONE__STATE___ 
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THE NEWEST REASON TO MAKE 
YOUR NEXT 2-TONNER A FORD 


Pn 
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262 in: TRUCK ENGINE 
























































ForD piuision, Hora Motor Company, New two-ton toughness! New stronger frame... huskier cab... rugged 
truck suspension that can give twice the front tire life of other types! 


Want more facts? Circle 112, p. 129 
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Now, the rugged simplicity of a big 262-cubic-inch Six is 
combined with the dependability of heavy-duty, exclusive- 
truck engine design. In a grueling 40,000-mile test of reli- 
ability, Ford’s new Big Six was pitted against its principal 
competitor in the 2-ton field. Result: Ford’s new engine 
required far fewer service adjustments. This means less time 
in the shop . . . more time on the job. 


The new Big Six is one of four engine choices in Ford 
two-tonners for ’°61—including America’s most popular truck 
V-8’s. See your Ford Dealer. He will be glad to help you 
select the best engine for your job. 


SEVEN 


VIORE 


REASONS 
WHY IT'S GOOD BUSINESS TO DO BUSINESS WITH FORD! 


You save from the start with Ford’s traditionally low 
prices! And your savings continue with lower operating 
and maintenance costs. These facts are documented by 
certified test reports from America’s foremost inde- 
pendent automotive research firm. Ask to see these 
reports. They’re on file at your Ford Dealer’s. 


In addition to these actual dollar-and-cents savings, 
the following bonus benefits provide greater protection 
against those annoying problems that are often asso- 
ciated with truck ownership. 


1. Rigid quality controls give you the strongest safeguard 
of truck quality ever. One tangible result of these new 
and uniformly high standards is Ford’s liberal new 
warranty program. Other results: extended durability 
and performance, lower operating costs. 


2. 12,000-mile warranty (or 12 months) on all 1961 
Ford Trucks of every size. Each part, except tires and 
tubes, is now warranted by your dealer against defects 
in material or workmanship for 12 months or 12,000 
miles, whichever comes first. The warranty does not 
apply, of course, to normal maintenance service or to 
the replacement in normal maintenance of parts such 
as filters, spark plugs and ignition points. 

3. Exclusive 100,000-mile warranty (or 24 months) on 
401-, 477- and 534-cu. in. Super Duty V-8’s. Each major 
engine part (including block, heads, crankshaft, valves, 
pistons, rings), when engine is used in normal service, 
in warranted by your dealer against defects in material 


or workmanship for 100,000 miles or 24 months, which- 
ever comes first. Warranty covers full cost of replace- 
ment parts .. . full labor costs for first year or 50,000 
miles, sliding percentage scale thereafter. 


4. Special fleet financing, available for owners of two 
or more trucks, provides the opportunity to precisely 
tailor payments to your income patterns or depreciation 
schedules. Let your Ford Dealer explain how this fleet 
truck finance plan offers substantial savings and frees 
your working capital. 

5. Sales engineers and service specialists in 36 district 
offices are on call to solve special truck problems. Work- 
ing with both dealers and customers, these experienced 
truck men represent another extra step Ford takes to 
provide your continued satisfaction. 


6. Replacement parts depots at 26 strategic locations 
across the country quickly supply needed parts from 
ample stocks. Ford’s entire supply system is geared to 
give you faster service and reduce costly downtime .. . 
wherever you are. 


ve 6,800 Ford Dealers, including 273 specialized Heavy 
Duty truck dealers, can keep your trucks ready to go 
wherever they go. From coast to coast, fast Ford 
service—gas and Diesel—is always close at hand. 


From Super Economy pickups to Diesel-powered 
tractors, you can now fill every truck need up to 76,800 
pounds GCW with a modern, money-saving Ford Truck. 


FORD 
TRUCKS 
COST LESS 


SEE YOUR FORD DEALER’S “CERTIFIED ECONOMY BOOK” FOR PROOF! 


Want more facts? Circle 112, p. 129 
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IN THE NEXT 60 DAYS 
EVERY OTHER CUSTOMER 
OF YOURS WILL PROBABLY 

BE LOOKING FOR 


Lon-lact 


the ORIGINAL self-adhesive VINYL 


IS YOUR 
Lon-Tacr’ 








SHOWING? Sec: 
* ——— enc aaa 
on.y Lon Ta cr is 





treated for Hygienic Protection. 


Lon-Tacr: COVERS 
EVERYTHING INCLUDING 
THE KITCHEN SINK! 


@ @ @ For further information ask your CON-TACT Salesman or write COHN-HALL- MARX CO., Dept. 18, 1407 Broadway, N.Y. 18, N.Y. 
Want more facts? Circle 113, p. 12 
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IN MAY 


more garden tools are sold na- 
tionally than in any other month. 
On the next three pages are the 
‘True Temper garden-tool ads that 
will run in famous national maga- 
zines during May. They will make 
over 100,000,000 sales calls for 
TrueTemper and for you. And they 
will send customers into your store 
for True Temper quality tools. 


@IRUE 


your basic line... your money line 


Want more facts? Circle 114, p. 129 
Want more facts about ad on pages 24-25? Circle 114, p. 129 > 


Be sure you are stocked up 
with the tools featured in the ads. 
Display them prominently in your 
store window along with copies of 
the magazines open to the ad. 


__ 
Ads like these will appear 
consistently throughout 
your selling season. And 
True Temper point-of-sale 
and promotion materials 
are available on request. 
True Temper, 1623 Euclid 
Avenue, Cleveland 15, Ohio. 


EMPER. 





~ In May this exciting 
True Temper ad 
will appear in: 
| 


Sunset (April), Flower Grower (May) 
and Popular Gardening (May) 


_ These tools are featured: 
No. RE2 Rotary Edger 
No. 29 Grass Cutter 


Chrome-plated hand tools 


Be sure you are stocked up ie 
call your True Temper wholesaler. 


a 


























**4 slight 
ble handles 


» y Pl vate ~ . s 
we ~~ . 
5% > 
EN bebe rg tk 
ears x4 ~ x AS an ae 
. Wee ~~ a s 
BASES ow Sancti eon SOR ie 
.% ? ~9 per $ 


ra EPR IAR ae. TR ewe 
PRR RRR spin nocit et BER NER Se oo i 
az _. 5 * ~~ . s . sree 
+ AN 5 Ne NS SS 4% 
ane} oh Sue eee ae . 
-» . > ke. x™ ee oe 
ae yar ee ~~. 
x» yee : 
: x oS ie Rx 3 aoe 
* : . 2» yy 


In May this exciting ia 
True Temper ad 


will appear in: 


Popular Gardening (April) 
and Flower Grower (April) 


These tools are featured: 
No. 22 Grass Shears 
No. FBR22 Lawn Rake 
No. DLR Dirt Shovel 


Be sure you are stocked up — 
call your True Temper wholesaler. 











» Saves raking 
advance over Ordinary rakes, yet 
It won't injure grass oleh Fire-hardened 
handle iS Smooth and Splinter-free: 
defies rot, weather and Wear. 
Straight Telel Mert e Close to EUS 
and Shrubbery, No. S422 


$3.95* *Sligntiy nigner west 


% 


_ In May this exciting 7, 


True Temper ad 
~ will appear in: a 


r - Phase tools are featured: 
es No. SL22 Lawn Rake- 
No. RE2 Rotary Edger 








. SQUEEZE EASY. A light pres. TRIM FAST 4nd Clean with 


No! 22 Grass Shears 
ge a ene stocked up — 
| po ii True Temper wholesaler. 


- SUrE ON this 9f4Ss Shear's 
Comfortable al Tale lt-¥ 
Moves Dlades with 

Crisp, POWerful action 
Upper Dlade floats to 
Maintain cutting 

Pressure to tips 


No. 22, $3.95. 


< 


this rotary lawn edger. 
Blade Shifts to slice | 
through toughest grass 

' with every motion. 
a Gives YOur lawn 
— that Professional, 
eS clean-edge look. 
7 No. RE2, $6 49. 























Introducing 5 Stupendous 


NEW TOOLS 
of the Barbecue Season 


\ : X : featuring the 
We MASTER CHEF 
Ya KNIFE 








The first and only Barbecue Knife designed 
for stand-up carving. Also chops, dices, 
doubles as a cleaver. Cutlery grade stainless 
steel, hollow ground edge, hardwood handle, 
leather sheath. 


And supporting NEW TOOLS 


Barbecue | 
Barbecue FORK Barbecue TURNER BASTING BRUSH | Barbecue TONGS 
No. 611 No. 612 No. 613 | : 


Flexible 5” blade. \ 2@% Mixed nylon and ; 
2 tined, 22” long. Stainless steel, > aD white fibre bristles. \ 15” stainless steel, 
Stainless steel, sharp branded hardwood \ _..§ Stainless steel, > sturdy handle, can 
points, hardwood handle. handle. =e” «1 hardwood handle. <> F hold anything. 














ANDROCK ANDY SAYS: 


No self-respecting outdoor chef 
ANDER oS CK can resist these new 


BARBECUE TOOLS 


Ask your distributor about the other 31 New items in the complete Androck line 
of 115 customer-preferred Barbecue Tools. 


ANDROCK BARBECUE TOOLS, MADE BY THE WASHBURN COMPANY, WORCESTER, MASS., AND ROCKFORD, ILLINOIS. 


81 years of American manufacturing experience 
Want more facts? Circle 115, p. 129 A 
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“The Saturday Evening HOW NEW YORK POLICE 
Pos HANDLED THE DICTATORS 


MN : WALT DISNEY MAKES A NEW MOVIE 
a g é Cc December 41), 1960) = £56 


pre-sells 


60,000,000 CONSUMERS 
with 
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NS | | Eee SALES AIDS! 
vm ate © display racks 
® window banners 
® newspaper mats 
© envelope stuffers 


toot America’s most complete line 
Ww o oOo of quality repair products 


Ss 
FA . | = 


= 


IB 
ES Magic iron Cement Co., Inc. © 14215 Caine Ave. @ Cleveland 28, Ohio 
2 . 


IN CANADA: Bernard Marks & Co. Ltd., Toronto, and A. J. H. MacDona!4 Limited, Vancouver 
Want more facts? Circle 116, p. 129 
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Famous Rust-Oleum. Quality in Rust-Oleum Pleasure Craft Finishes 


eZ 


Over 2,500 dealers helped develop 


NEW Rust-Oleum pleasure craft finishes! 


Famous Rust-Oleum quality is now available in all-new Pleasure ss 
Craft Finishes to bring you new profit fromm one of America’s T-w°™W™™nw Distinctive as your 
fastest-growing industries—the BOATING and PLEASURE LEE ww. own fingerprint ! 
CRAFT MARKET! The man with the outboard, the sailboat, Uji ; 
the larger inboard—they’re all yours to sell in this dynamic 
market! 
Rust-Oleum Pleasure Craft Finishes are custom-tailored to 
your needs—NOT a long, complex line, NOT a burdensome 
line—BUT, a short, extremely high-quality, popular-color line 
that you can sell at high profit! It took a lot of study, research- 
ing, and testing to come up with the answers. For example— Made by the makers 
we invited suggestions from over 2,500 dealers. Dealers them- of famous 
selves contributed many important points to help us develop RUST-OLEUM 
a new approach in merchandising to the small boat owner! = 
Your Rust-Oleum distributor has the facts. Ask him for ¥ 
complete details, or write the Rust-Oleum Corporation, 25355 
Oakton Street, Evanston, Illinois. 


Mesensl Craft} ) finishes 


Want more facts? Circle 117, p. 129 
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MAKE $9.60 FAST 
vith NEW WESTCLOX I Wetrex 
TRAVALARM DEAL!  ommmanmry 


4-CLOCK DEAL! 
J FREE DISPLAY! 
FIESTA COLORS! 


Set it up and let it sell! Small-space, colorful display holds 
four of world’s most popular high-volume travel clocks... 
now in new ‘61 colors! Nationally advertised! Fast-selling! 
Order now for top travel season sales! 

e Non-breakable case. 

e Sliding shutter front and easel back. 

e Luminous hands and dial. 

e Dependable bell alarm. 

e Most popular travel clock on the market! 


wntereerweninnse. Tee 


(includes FREE display!) 


DEALER a, 
COST $99. 32 ~~ regen Luminous. 


42004—Ivory. Luminous. 
TOTAL RETAIL $31.92 42006—Danube Biue. Luminous. 


42008—Seafoam. Luminous. 
Retail, each $7.98 plus tax 
PROFIT $9.60 


MAKE $ 02 - — Travel Clock Asst. 19008—12 volume sellers with Free Display Case! 


(1) 44022—Red ; (1) 44024—Brown; (2) 44020—Tan. Retail $6.98 plus tax 
= ‘ (2) 42004—Ivory ; (2) 42002—Black. Retail $7.98 plus tax 
IN LESS THAN ~~ = (1) 44016—Tan; (1) 44018—Red. Retail $8.98 plus tax 


ONE FOOT OF (1) 44026—Ivory; (1) 44028—Gray. Retail $9.98 plus tax 


COUNTER SPACE! Jam ibee DEALER COST 6] 
TOTAL RETAIL $97.76 PROFIT $30.02 


—- MESTCLOX 


CAM maners OF BIG BEN + WORLD'S LARGEST MANUFACTURER OF TIMEPIECES + LA SALLE-PERU, ILLINOIS 
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NEW 


Complete gym swing RENEWAL KIT wit 
ZMETAL SEAT 


all contents skin packed 
in metal seat 


renewal kit 


YOUR - 
SHARE of f this ny Y 


EIGHT MILLION DOLLAR 


MARKET 





EVERY year more than 2 million fam- 


weathered and worn gym swings. ‘This 2 SALES PROVEN 


co ll collet pag enor Be first in your neighborhood with this BEARING 
business that YOU can share by {ee- profit maker. Over 20 million families REPLACEMENTS 


. need the safety that WESSEL gym 
turing WESSEL gym swing RE- swing RENEWAL kits provide. You apa aga 


can buy this all-new complete gym 
swing renewal kit with confidence. 





WESSEL GYM SWING RENEWAL 
KITS contain: STURDY METAL ee : 

, SEAT with rolled protective edges. W ESSEL gym swing renewal acces- 
2 ea. “S” hooks « 2 ea. bearings ° 2 ea. sories are sales-tested, sales-PROVEN 
5 chai rae ae “gy, a aes ... and there’s nothing like this newest 

a ee Ang Seat oracne addition to the WESSEL gym swing 


renewal line for “‘impulse”’ sales. 
COMPONENTS 
ARE SECURELY, Call your jobber; order WESSEL gym 
HANDSOMELY swing renewal sets to-day. 
SKIN-PACKAGED 
IN THE METAL 


SEAT. WESSEL HARDWARE CORPORATION 
919-931 North Fifth Street 
Philadelphia 23, Pa. 


CANADA: Geo. S. Hall Co., 25 Grenville St., 
TORONTO 1 











GYM SWING RENEWAL KITS 


HAE-WHC/261 





Now! New 
Ever fixtures 
customers 


helped design 

















SEAR OO Kas 2de ~~ 


ese a 











SP HH OX OD OTP 














e ~% ; aE $s. cOhomy ~ Mae 
Set SRE SUH teers « $298rS BEES? » £2 ases eho s 


- 














all 


nae 
re 


= 
ait all 
. ©. Press 
— “ “ . . 
~ nee ome. b~ 2 7 . 
BRS SPREE RRO IS ee 
ere: Bee ee , tiated 
Bn oh. See : és Sa 











JUST OFF THE PRESS... 


(i ee eae ... THE MOST COMPLETE AND COMPREHENSIVE 
_ . CATALOG OF PLUMBING & HEATING SUPPLIES EVER 
. PUBLISHED — AND IT IS YOURS FOR THE ASKING. 





ELITE SALES CORPORATION | 
1051 Irving Avenue, Brooklyn 27, N. Y. ° HYacinth 7-2200 


Ln telalthae laalia lame lale mm Ol Rtialeltliel a; 





4 Heo, g Supplies | taeki \, 


. esi OF Ome 
Ln IE DR OM es, OR 
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If you think fasteners are “chicken feed,” you’ve got another think com- 
ing. Modern packaged fasteners aren’t “chicken feed” in today’s hard- 
ware operations when you stock the fasteners that help you make 
money. Southern’s smartly styled packaging with the famous EZ to C© 


color-coded label is a real money-maker and traffic-builder. And South- —— 
ern is pre-sold in leading craftsmen’s magazines all year ‘round. 

Ss§CREW eee 5-7-8. Be 
Give Southern screws a chance to make money for you. Contact your svavesveaae ¢ moan cascue 


Southern distributor. Let him put your fastener sales on its feet the 
EZ to C© way. 


Sold Through Leading Wholesale Distributors. 
Warehouses: New York «+ Chicago -« Dallas -« Los Angeles 


Wood Screws . Stove Bolts . Machine Screws & Nuts ° Tapping Screws Carriage Bolts Wood Drive Screws 


Want more facts? Circle 121, p. 129 
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NEW rureans 


make the difference! 


Wipes Clean 
in Seconds! 


* New 3-Twist Lok-Spin Cap! 

* Draws in Bulk Caulk—Vacuum Fast! 
* Fits All Cartridges Snug! 

* Takes All Standard Nozzles! 


er 
gel 
Only “VITAL” makes Neen SE 
Caulk Guns exclusively -: , 
— completely. From us . 
you select only the guns : yaiCtADUECAuineR, 
best suited to your cus- : 
tomers’ requirements — 
shipped to you direct — 
on time ...No need to 


overstock. 
CAULK-MASTER 


Our wide selection of . For spoutiless cartridges 
both guns and nozzles : 
with all the established 
diameters and lengths, is 
the result of years of ex- 
perience in interpreting 
what the industry requires. 


MAINTENANCE 
Bulk and cartridge gun 


All of the improvements 
on caulking guns are con- 
tinually being made at 


“VITAL” where we can: gui and cortridye pute 
serve you betterthanany- ; for longer loads 
one else, at lower prices, 

and with quality 

beyond your 


expectations. 


1} established 1909 
LLAL eropucts 
MANUFACTURING CO. 


7504 Quincy Avenue * Cleveland 4, Ohio 
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PROVEN 
IN TEST USE 


by leading Hardware, Paint & Variety Stores!* 


ONLY 
$198 


retail 
full 


ALUMINUM 
BRIGHTENER 


new, fast-moving, big 
margin product for home 
or professional use! 


Now you can give your 
customers a new and proven 
product, compounded to 

give professional results, yet, 
is simple to use. All you do 

is brush on the Aluminum 
Brightener, let it work 
chemically for a few minutes, CHEMICALLY 
then rinse it off. A big, CLEANS 

full quart size cleans an | BRIGHTENS 
average 6 room house. AND PROTECTS 


You get sales helps too. ALUMINUM 
Including advertising, co-op COMBINATIONS, 
allowances, and merchandising helt lele) ty 
materials. Ask your wholesaler ETC. 

for full information. If he 

can’t supply you, write, wire 

or call direct. Ask about the 

special introductory offer. 


FREE CATALOG SHOWS COMPLETE LINE OF 
PROVEN PROFIT MAKING BURNISHINE PRODUCTS 


including: i, * SS ie = 














® Mow Power @ Chrome and Metal Polish 
® Auto Cieaners and Polishes 


®@ Hand Cleaner, etc. *names on request 


BURNISHINE KEEPS THINGS SPARKLE-CLEAN 


Manufacturer Representatives: Select territories still available. 
Send resume for details. 


Burnishine Products Company 
8140 Ridgeway Avenue, Skokie, Illinois (Chicago suburb) 


America’s first manufacturer of metal polishes. 184 
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PACKS FOR PROFIT...PACKED WITH PROFIT! 


wi ANU GS 


PAINTS 
Sn 
; \ [D2 rr lai Vi lfl fo) Lj\ (rm 


(()); | iar 
SUILWL Vale, WU Le 


a 7 ull spectrum of 
universal colorants 
gin plastic packs! 








ATTENTION ALL DEALERS: 


Luminall Paints 


Color-Ette System is 





GUSTOM-DESIGNEW 
UO Weer YOU 
GUSTOM GOLOR NelewSs!’ 


Luminall does it again! Now... from 
the makers of Miracle Paints comes a 
custom color system that answers the 
needs of every paint dealer...and 
every customer! Buy small or puy big— 
Luminall’s Color-Ette System makes 
you a color-matching expert with a full 
line of Luminall quality paints and cus- 
tomer-pleasing colors at your fingertips. 
The heart of this versatile system is the 
Miracle-Pack—12 universal colorants 
packaged in tough, clear plastic packs 
for simple, economical service. Use them 
as a self-sufficient system or to supple- 
ment your Luminall precision colorant 
dispenser—a starter set provides 360 
custom colors. Cash in now on custom 
color with a Luminall Color-Ette plan 
that’s custom-designed for your needs! 


NEW COLOR-ETTE MIRACLE PACKS 


A minimum-cost, maximum-profit system for small 
or large dealers! 


1. CHOOSE THE COLOR 


Customer can select from 360 custom 
colors conveniently displayed in 
Color-Ette selector book. Luminall 
offers eight different types of these 
dealer merchandising aids. 


2. PICK THE MIRACLE-PACK 


it's simple to pick the packs you want 
from your complete Color-Ette stock \ 
(30 packs of 12 colorants in 5 sizes) \7 
—all displayed in handy dispenser 
cartons. Colors are easy to see and 
you never need more than 2 packs 
for any color. 


~ 3. CUT OFF END 
After selecting the appropriate base 
for the job, merely cut open end of 
pack. No messy tubes to handle—no 
waste, ever—no colorant on fingers. 


“4. SQUEEGEE* COLORANT 


Insert the opened Miracle-Pack between can and lid, press lid 
firmly, and withdraw pack. Colorant is completely stripped out and 
uniformly measured every time...takes less than a minute by 
actual test! 


No muss or fuss ® Eliminates old-fashioned inter- 
mixes ® Choose colors at a glance ® No color 
machine needed® Minimum inventory® Minimum 
investment © No machine to clean up or service 
Never more than two packs to mix. 


Just |. color system for 5) great LUMINALL quality bases 


SATIN LUMINALL 


The pioneer Miracle Latex 
Paint for walis, ceilings 
and trim-made with exclu- 
sive Acrypolyrene binder! 
This established satin in- 
terior finish is famous for 
unvarying quality and out- 
standing performance. 


LUMINALL ALKYD 
FLAT WALL ENAMEL 


A truly modern interior 
paint that applies effort- 
lessly and dries quickly... 
without laps, brush marks 
or objectionable odor. 
Covers most surfaces with 
one coat. . . withstands 
repeated scrubbings. 


LUMINALL SEMI- 
GLOSS WALL FINISH 


A top quality performer 
that combines the dura- 
bility of the finest enamel 
with the soft, smooth- 
rubbed glow of a satin 
finish. Gives amazing 
coverage for a semi-gloss 
enamel. 


LUMINALL PREMIUM 
GLOSS ALKYD 
ENAMEL 


A brilliant white, non-yel- 
lowing enamel for interior 
walls and wood-work. 
This thorough-covering 
alkyd base finish is self- 
leveling and easy working 
...dries tough as tile 
overnight. 


LUMINALL EXTERIOR 
HOUSE PAINT 


A superbly balanced for- 
mula of processed oils 
and fade-resistant titani- 
um. The tough, elastic film 
features controlled pene- 
tration, has tremendous 
surface adhesion, resists 
cracking, peeling, fading. 


é 





Luminall’s 

Patented 
SQUEEGEE sysiem 
precision-measures 
colorant in seconds! 


Reg. U.S. Pat. 
# 2,819,738 

















COLOR-ETTE COLORANT MACHINE 


A quality-engineered, trouble-free system for the 
dealer who wants a more extensive selection of 
custom colors. Available in several different 
models dispensing up to 1475 colors accurately 
and neatly. Miracle-Packs team up well with this 
system, enabling even a part-time clerk to serve 
customers when the machine is busy or out of 
colorant. 








A medium-priced, precision system adaptable 
to the needs of almost every dealer. This self- 
cleaning hypodermic-type dispenser withdraws 
the colorant from the cannisters and injects it 
into the proper Luminall base. Color-Ette Miracle- 
Packs can also be used to supplement this 
system, providing a wide range of colors. 


om 


PLUS A FULL LINE OF 
COLOR-ETTE DEALER AIDS! 


For Machine and Packs: 
#917 Color-Ette Counter Book—360 colors 
#912 Color-Ette Loaner Bock—360 colors 
#916 Color-Ette Color Harmony Book—120 coiors 
#913 Color-Ette Painter Pack—120 colors 
#918 Color-Ette Pocket Pack—120 colors 
#919 Color-Ette Tiny Pack—60 colors 
#920 Color-Ette Color Cards—60 colors 


For Machine only: 


#911 Color-Ette Counter Book—1475 colors 
(360 colors can be made with Miracle-Packs) 


[_] Please send me details and prices on Luminall Color-Ette Paints. 


[_] Send a free quart sample of base and a Miracle-Pack for tinting. 


Name 





Address 





City Zone State 








Store Name 
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Picture every f ou! They're yours toda 
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your Lumina 
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‘ght Lumin 
he rig ajl aroun 
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FOR INDOORS or OUT.:- 


minact HOUSE 
LUMINALL GLOSS Lv 
LUMINALL aALKYD ENAMEL Selt leveling 


1 UMINALL SEM! FLAT WALL ENAMED Tries tough as.tile 


N 
Postage Stamp Postage 
Necessary Will Be Paid 
If Mailed in the by 


United States Addressee 





BUSINESS REPLY CARD 
Permit Number 14674, Chicago, Illinois 











Mr. Milton Clamage, Vice President 
LUMINALL PAINTS 

3617 South May Street 

Chicago 9, Illinois 
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Better Homes & Gardens 
BH & G Home Improvement Ideas 
Family Handyman Good Housekeeping 
Home Modernizing Guide 
House & Garden H&G Book of Building 
House Beautiful Building Manual 


New Homes Guide Sunset 


plus 


A Full Supply of Newspaper Mats, 
Radio & TV Spots, Store Banners, 
Point of Purchase Displays & 


Technical Assistance 


WRITE TO 


wt OR 4 REFUND 
Se *% °F was 

© Guaranteed by ~ 
Good Housekeeping 
‘ * 


Mor g <> 
S apvertistd 1¥ 


A Great Nationally Advertised Full Line Brand 





*&. > 
i ie Po 
4s OEE Ue Ne 


There! nothing like packages TILE PASTE 
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mre levis Mile) area celle eli= 
in Bubble Packs! <i 
. spackling 


| oor 3 compound 


fils @ 
CRACKS fame 
HOLES = 
GOUGES Game 


Keeping pace with today’s trend in merchandising, 

Schalk’s Tile Paste and Schalk’s S-14 Spackling Compound 
now come in Bubble Packs—as well as the familiar 
red-and-black-and-white cartons. The price stands pat. 

The choice is yours. Order from your jobber! 


Schalk’s Patch Paste « Sure-X Paint Remover « Liquid Waxoff « Do-X Cleaner « Water Putty « Tile Cement « Liquid Savabrush 
Wood Putty « Tile Paste « Waxoff « Plaster Pencil ¢ Savabrush « Spot Remover « X-it Paint Remover « S-14 « Double X 


SCHALK CHEMICAL COMPANY + FACTORIES: 351 EAST 2ND STREET, LOS ANGELES 12 + 3333 WEST 48TH PLACE, CHICAGO 32 
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Whether your customers come in for workshop tools, 
gardening implements or paint sprays for around the 
-house—you can sell them the all-new Davol Resp-R-Aid 
Filter Mask to go along with the purchase! It’s a practical, 
easy-to-wear filter mask that protects the wearer 

from non-toxic dusts, sprays, fumes, insecticides or 
pollen indoors and outdoors — makes “doing it 

yourself” a job to be tackled with enthusiasm, 

instead of something to be sneezed at. 


* Made from soft, microporous urethane 
that conforms to facial contours. 


« Light—weighs a little more than an 
ounce. Adjustable strap. 


* Easy to clean—washable and 
usable indefinitely. 


Sanitized against germs. 


%* Won't absorb moisture, odors; resists fungus, mildew. 
* I\deal for the housewife for protection against dusts and sprays. 


* A blessing for hay fever and other allergy sufferers. 


Self-service counter display 

means the all-new Davol 
RESP-R-AID Filter Mask will 

sell on sight. Appreciative users will 
be coming back for replacement filters 
and masks for the rest of the family. 
Backed by national advertising in: 
Better Homes and Garden, 

Flower and Garden, Suburbia Today, 
Family Weekly, Popular Mechanics, 
Home Craftsman and many others! 


RESP-R-AID INTRODUCTORY DEAL 
(#3575 assortment) 40% PROFIT 
FREE COUNTER DISPLAY! 


6 Resp-R-Aid Masks @ $1.98 
2 Resp-R-Aid Replacement Filters @ 98¢..._ 1.96 
YOU SELL FOR....$13.84 
YOUR COST ONLY... 8.30 


YOU MAKE..$ 5.54 


* Special $1.00 Introductory Display Allowance 
on your first order. 


For full details, see “‘Request for Sales Information” 
form —packed in each #3575 assortment. 


Order from your local 
hardware wholesaler. 


pore 


RUBBER COMPANY 


PROVIDENCE 2. R.1. 
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Sell more, make more with Weldwood’s 


CPRING SPRUCE-UP WOOD FINISHES 


WELDWOOD WOOD PRESERVATIVE contains high potency 5% 
Pentachlorophenol and deeply penetrating oils. Prevents rot, mildew, 
warping; retards shrinking and swelling. 





"w GPT mol Lelele 


EXTERIOR CLEAR 


SPAR VARNISH 


WELDWOOD SPAR VARNISH—a high-gloss, clear finish, unexcelled 
for resistance to wear, discoloration, fungus, checking—even in 
severe conditions. 


Spring’s coming—your customers are getting the urge to 
spruce up their houses, boats and outdoor furniture. So stock 
up now—and clean up with Weldwood® Spring Spruce-Up 
Wood Finishes. 

Special free Weldwood “Spring Spruce-Up” promotion kit 
will help you make this your best profit year ever for wood 
finishes. Plan your product displays around this window 
banner, bring customers into your store with the “Spring 
Spruce-Up” ad mat. 

But hurry—order your Weldwood finishes today. You won’t 
want to lose out on a single sale! 





WELDWOOD EXTERIOR STAINS. Easy to use. Resist fading, 
weather, wear. Four popular finishes: Redwood, Sierra Brown, 
Driftwood, Cascade Green. 


ANG SRUCELP time 
Its SPRING d Finishes 
Time for Weldwood Woot ro! 
1g Weidwoed Weed PT ae 
a wietswnnd Extent 
el 10d Spat ¥ 


ee 


\ F 
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WELDWOOD SPRING SPRUCE-UP promotion kit is now available 
free of charge. For your kit, write to United States Plywood, Dept. 


HA 4-6-61, 55 West 44th Street, New York 36, N. Y. 


WELDWOOD 


United Stated Plywood, 55 West 44th Street, New York 36, N. Y, 
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217 Chances to Win Valuable Prizes! 


20,000 WALL 


157 PRIZE! - 2ND PRIZE! 
RAMBLER American Convertible! | RAMBLER American Station Wagon! 


4 


e America’s favorite compact cars! All 
new in styling .. . extra-strong Single- 
Unit construction, Weather-Eye heat- 
er, reclining seats ... and many other 
economy and performance features. 








Enter now and win!...Iit’s easy! 
Just tell us in 25 words or less why you like to sell Pittsburgh WALLHIDE 


e Use entry form from your Pittsburgh Plate Glass e Contest is open only to Pittsburgh Paint dealers 
Company branch, or write on your letterhead. in the U.S. and their employees. 

Mail entry with photo of your WALLHIDE Consumer ; : 
Contest display to Pittsburgh Dealer Contest, e Contest begins March Ist. All entries must be 
P. O. Box 1210, Chicago 77, IIl. postmarked by midnight May 13th. 


e Enter as often as you like, but each entry must e Complete official rules are available at your 
include photo of WALLHIDE display. nearest Pittsburgh Plate Glass Company branch. 


6 BIG REASONS WHY successful dealers like 
to sell Pittsburgh WALLHIDE 


4, Greater sales and er ne with wide 4 Widespread distribution system and speedy 
range of high-quality WALLHIDE wall finishes. deliveries reduce need of excessive inventories. 
2 Hundreds of attractive ready-mixed and 


MAEsTRO® colors specifically created to meet 
today’s decorating needs. 


5 Continuous national advertising in magazines, 
newspapers and network T'V creates year-round 
consumer demand. 

3 Greater pense. assured by generous discounts § Effective point-of-sale promotion material helps 
and ample territory. you make sales more quickly and easily. 





"ae 


xy |p) PittspurcH Paints 








PAINTS ¢ GLASS ¢ CHEMICALS e BRUSHES « PLASTICS « FIBER GLASS 
ee eee ee ee, 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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_.. In Pittsburgh Paint Dealers’ 


HIDE CONTEST f 


2 Third PRIZES! | 4 Fourth PRIZES! 2 Fifth PRIZES! 


HARDMAN Duo Player-Pianos! | REVCO Built-in Refrigerators! | SPEED QUEEN Washer-Dryers! 


aaa 


e Years ahead 
—makes and 
releases ice ~~ - @ Automatically 
cubes auto- i washes and dries 
matically. No se any fabric. Push- 
trays to fill... button controls, 
* never needs : — bleach dispenser. 
e Two pianos in one—full 88-key | ; . defrosting! No venting 
professional console plus modern Large 15.7-cu.- needed. Only 
player piano! Anyone can play it! ft. size. 25% " wide. 











3 Sixth PRIZES! _ 4 Seventh PRIZES! 100 Eighth PRIZES! _ 100 Ninth PRIZES! 
WESTINGHOUSE Deluxe IELD China MEEKER Leather SUPREME Electric 


Automatic Electric Ranges 


Handbags 


e Fine-tuning 
surface con- 
trols... plug- 
out oven and 
surface heat- e Complete 67-piece service e Luxuriously crafted of e Sharpens both knives and 
ers, and re- for 8. True porcelain .. . genuine steerhide! Smart, scissors quickly and easily! 
movable door ovenproof and chip-resist- casual styling . . . with ad- Smart, modern design. Use 
for easier ant. Hand-painted under justable shoulder strap and on counter or hang on wall. 
cleaning! glaze. Finest quality! thong lacing! UL approved. 











If you are not now a 


ee iets Pittsburgh Paint Dealer 
Hard-hitting national advertising —send this coupon! 


featu res gi tic e If you’d like to have more information about 
gigan the $20,000 Pittsburgh Paint Dealer WALLHIDE 


the $20,000 Pit i | 
$100,000 WALLHIDE CONTEST Fuine GiewiOk. ob 40d th Goead eae 


for retail purchasers! 


e Pittsburgh Plate Glass Company, 
More than 1000 Valuable Prizes! Paint Division, Dept. HA-41, Pittsburgh 22, Pa. 


Contest lasts from March Ist to May 13th I would like to have more information about your 
Pittsburgh Paint Dealer WALLHIDE Contest. 


Designed to bring more customers to your NAME 
store to buy WALLHIDE WALL PAINTS! COMPANY 


ADDRESS 











ZONE STATE 











SCOTCH BRAND <= 
Masking Tape 


PUTTY KNIFE OFFER WILL BOOST YOUR 
SALES OF “SCOTCH” BRAND MASKING TAPE! 


This quality, stainless steel scraper-putty knife is being offered to consumers 
for just 25* and the word “Scotch” from a box of “Scotch” Brand Masking 
Tape! Offer is made in the April issues of the Saturday Evening Post. 
You'll sell more, so be ready! Call your “Scotch” Brand tape supplier now. 


acetates Minne are; TVanuracturineG company EXD 


WHERE RESEARCH IS THE KEY TO TOMORROW 





**$coTcn’ THE PLAID DESIGN ARE REGIST OF 3M CO., ST. PAUL 6, 
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NEW SPHA¥VIT GOO 
: ony $3 495 


COMPLETE 


SPRAYIT 
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POPULAR 
SPRAYIT 400 


NOW $9995 


mr 


=< ONLY 
“$3995 a 
tere} lel ites. Vm 
SPRAYIT 
HOME-PAK 





$6950 


a na 


"“SPRAYIF 


UNI-PAK 


HIGH CAPACITY 


, & 


POWERFUL 
OIL-LESS PISTON 


ee ld A 


* PAINTER-PAK 89995 


The 1961 SPRAPYIT. home-owner line belongs in your store! 


For many years the Sprayit line of home paint sprayers 
has been a big profit-maker for many progressive dealers. 
Now the Sprayit 600, the complete oil-less diaphragm 
motor-compressor outfit for only $34.95, removes all 
question—the Sprayit line belongs in your hardware or 
paint store. 

In addition, the Sprayit 400 was so popular last year 
at $39.95 that it now actually can be offered for only 
$29.95—the price of a small electric drill! Now there is 
a Sprayit for every home need, every home-owner’s 
purse, plus powerful displays, promotion aids, and na- 
tional advertising to ensure your sales and profits. 


FREE 1961 SPRAYIT "SHOWCASE’” CATLOG 


Send today for price list, exciting deal- 
er facts, and the all-new Sprayit 1961 
catalog .. . 16 color pages, big product 
photos, easy-to-read specifications, new 
features on every page! 


antl iz, 
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THOMAS INDUSTRIES INC. 
SPRAYIT DIVISION (HA4) 
207 East Broadway, Louisville, Kentucky 


SPRAYIT CUSTOMERS PAINT MORE... BUY MORE PAINT! 
Want more facts? Circle 130, p. 129 
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Why Tint One at a Time? 


VARIABLE SPEED 
MANUAL AGITATION 


With the Autoblend Colorgun dispensing system any 
number of paint bases can be tinted without lifting or 
moving a single can! Sensible? So is the fact that both 
our two and four ounce capacity models can measure 
colorants according to any color system. And should 
you want to add additional tinting colors to your 
system, the extra cost is very nominal. 


& 


’ 


/ ~ 
a, AY 
y Wa 
| ie 


wy‘ 


® Select the handle position to suit 
yourself — colorant characteristics and 
level. 


\ 
\\ 
ee 
| 4 
\ 
4 


It’s not surprising, then, that at the end of the first 
“Colorgun year’, we have shipped over 3,000 units 
to all 50 states as well as 15 foreign countries. 


Half the cost, half the space, half the time 


® Agitator blades are shaped and ar- 
ranged the full canister depth to give 
maximum mix per R.P.M. 

Full agitation with minimum effort, time 
and cost—complete reliability. 


SCHSSSHESSSSSSSSSHSSSSSSSSHSSHSSSSSHSSHESEHOHOESE, 


* Colorgun by AUTOBLEND 


MITITITICII TTT TTT iit) AUTOBLEND PRODUCTS, INC. © 444 Market St. © San Francisco 12 


Want more facts? Circle 131, p. 129 
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@ decorates 


for new 
beauty 


protects 
against rust 
and deterioration 


contains rust inhibitor 


~ ¢ o> —-+_w-_& & 
e238 > YS 8." 8 > 


No need for you, Mr. Retailer...to stock two different 
sprays...when SHEFFIELD QUIK SPRAY does 2 jobs 
at one time for your customers! FIRST...it is alkyd 
enamels and lacquers in a full range of beautiful 
colors...SECOND...it contains rust inhibitor that 
protects against rust and deterioration. AND AT NO 
INCREASE IN PRICES ...send for literature and 
further detail PLUS FREE PROMOTIONAL MATERIAL. 


Shefttiel '=1-10)\\)4 ae ete) 1 -1e)-y- wale). 


‘@ar-a'2-lictale mee: Ma @lalle 


Want more facts? Circle 132, p. 129 
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Sales 
methods 
get 
outdated, 
too! 


’ WALLING “‘PROFIT PACKAGE 


FLINT AND WALLING 


> 


FLINT AND WALLING 


FLINTSOWALLING 


KENDALLVILLE, INDIANA 


wxs 
ad Puli Ply for every PUTPOSEe 
Want more facts? Circle 133, p. 129 A Want more facts? Circle 134, p. 129 > 
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yourself in 
on this . 
DUS nn . Scmaeeee. 


Stock All 3 Cortland Brand Insect Wire Screenings 


Fit every budget and job requirement by offering With selling features like these, plus three Cortland 
customers their choice of Cortland Insect Wire Screenings to meet every customer need, you’re 
Screenings. All three screenings—Galvanized, Bronze bound to increase sales and profits! Ask your whole- 
and Aluminum—are easy to handle, cut, and install. saler to supply you with Cortland Screening, in 100 
And Cortland’s Multi-Strand Edge causes them to lie 


ft. rolls, 18 x 14 mesh, in 18” to 48” widths. Write for 
flat when unrolled, supplies extra strength along the colorful, free window or counter streamer! 
tacking edge. 


Wickwire Brothers, Inc. Cortland, New York 
CORTLAND GRAY-WICK 


Durable, galvanized screening with 
attractive, light-gray finish. 


CORTLAND BRONZE CORTLAND ALUMINUM 
Rust-resistant, copper alloy. Choice Top-quality, rust and stain-proof 
of Bright or Antique finish. screening. Tough, durable, and light. 


7 thynd ANAND iin 
Cyilland 48 “= 
i Soon: 


Nails & Brads + Wire Netting « Hardware Cloth + Stone Wire 





10 HELP YOUR SALES OF 
HIGHER QUALITY PAINTBRUSHES 


Use these sales aids to tie in with Du Pont’s 
great new “seal of quality” program 


Now there's a quick and easy way for 
your customers—professional painters 
or paint-it-yourselfers—to determine 
higher-quality paintbrushes ...an easier 
way to sell these higher-profit brushes 

. an easy way for you to take advan- 
tage of Du Pont’s across-the-board pro- 
motion in leading consumer magazines 
of paintbrushes made 100°; with tapered 
TyNex nylon filament. 

Now, leading manufacturers are using 
the new Du Pont “‘seal”’ to indicate their 
brushes are filled 1007, with tapered 
Tynex nylon filament. This bright red 
and white seal will be widely publicized 
in consumer magazine advertising. 

This consumer advertising that is pre- 
selling your customers is beamed at mil- 
lions of readers in THE SATURDAY 
EVENING POST, AMERICAN HOME, 
BETTER HOMES AND GARDENS, THE 
BETTER HOMES AND GARDENS 
ANNUAL, POPULAR MECHANICS, and 
MECHANICS ILLUSTRATED. 


DU PONT 
TYNEX® 


TAPERED TYNEX* NYLON FILAMENT 
IS MADE FOR 
QUALITY PAINTBRUSHES 


50 © HARDWARE ACE, April 6, 1961 


FOR THE BHEE PATTING MESES whe 
PIG Gist ¥ Be UBPHES 


aM 


FOR THE GEST PAINTING 
Ana HIGH ewariryr *9 


BETTER THINGS FOR BETTER LIVING 


The easy way to insure satisfied cus- 
tomers, more repeat sales and more prof- 
its in the often-neglected field of paint- 
brushes is to sell brushes bearing this 
quality mark. It guarantees the brushes 
you sell are made 100% with tapered 
Tynex, the best brush filling material 
available. Be sure you ask your supplier 
for brushes with this seal. Order a vari- 
ety the next time the salesman calls so 
you can handle all your customers’ re- 
quirements. 

Mail the coupon at right for your 
FREE tie-in sales aid kit. This kit con- 
tains an easel-backed counter card fea- 
turing the theme of Du Pont’s big new 
advertising campaign: Don'tSpoil Your 
Next Paint Job Before You Begin.” Plus 
a display rack to hold FREE copies of 

‘Ask the Expert” —a consumer oriented 
booklet with helpful tips on painting. Plus 
FREE envelope stuffers to remind your 
customers to look forthe Du Pont “seal.” 


REG. U.S. PAT. OF? 


. THROUGH CHEMISTRY 


Stitt FMP ts 


—S— 
ame 


A ‘ > Boy 
<a * 
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F. I. du Pont de Nemours & Co. (Inc.) 
Dept. HA-4, Room 2524, Nemours Building 
Wilmington 98, Delaware 


Please send me complete tie-in kit to help me sell 
more high-quality paintbrushes. 


Name 

Firm 

Street Address 

City State 

In Canada: Du Pont of Canada Ltd., P. 0. Box 660, Montreal, Quebec. 


Want more facts? Circle 135, p. 129 
HARDWARE AGE, April 6, 1961 © 51 








{ in large, six ounce, 
“yy, ’ handy collapsible tubes. 


?.. 
Jn, 
G&S 
¢ 
¢, 
on 
we 
ae An extra smooth flowing, brilliant white pointing compound in 
4” ~— handy, 6 ounce dispensing tubes. 


Dries for painting in one hour. Sets porcelain smooth but remains 
firmly plastic. Won't sag or bleed. 


A synthetic polymer base caulking compound, ideal for professional or 


_G@CRAX:SPOT 


(VINYL BASE ) 
the snow-white, plastic-type 


TUB CAULK, NOW IN 
LARGE SIX OUNCE TUBES 


Easy to use direct from tube. Makes neat, permanent repair on 
wall cracks, around bathroom fixtures and tile. Sticks to any clean 
surface. Sets quickly. Seals permanently. Stays watertight and rub- 


bery hard. 


PLASTI-GLAZ E, the STAZ ON, the popular 


popular, easy-to-use, priced, quality caulk for 
glazing compound. indoor or outdoor use. 


PLASTIC PRODUCTS COMPANY Main office & Laborgtonsm 
6453 Georgia Ave., Detroit 11, Mictig Ve 


Factories: Detroi 


baer a 2 bs . oi 
ee e oe 
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PUSHES 
THEM PAST 
YOUR 

CASH 
REGISTER 


WITH 7 TESTED 


Here’s what Alcoa gives you: 
Seven tested and proven ideas 
that sell your stock! Traffic-build- 
ing “saturation” radio spots in 
key market areas! T'wo full-color 
pages in the magazine your best 
prospects read! Buy-appeal com- 
mercials on Alcoa’s network T'V 
show, ‘‘Alcoa Presents’’! Pen- 
nants, hang tags, salesmen’s pro- 
motion buttons—the works—to 
establish you as “headquarters”’ 


GARDEN EQUIPMENT PROMOTIONS! 


for lawn and gardening equipment 
and information! 


SEND TODAY 
FOR YOUR FREE 
PORTFOLIO of Alcoa’s Market- 
Maker promotion materials. 
Write, wire or phone... or simply 
clip the handy coupon at right! 


VaALcoA ALUMINUM 


on a eee Se ae 


Aluminum Company of America 


1636-D Alcoa Building 


Pittsburgh 19, Pa. 


Please send me a 1961 Alcoa Market- 
Maker Planning Guide. . 
sell more garden equipment than ever 


before! 

Store Name___ 
Address 

City 

Ordered by. 


Zone 


. to help me 


State 








ALUMINUM COMPANY OF AMERICA 
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el bia. 2e);ay.eaitsee WAYS TO BOOST SALES DURING YOUR 


Clean-Up, Paint-Up, Fix-Up Promotion 


Pia. | 
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Set up special displays. Arrange groups of products 
that brighten up and protect homes, cars, rugs, furni- 
ture, clothes. You’ll cash in on impulse sales of cleaners 
and detergents, paints, polishes, waxes, and insecticides. 


Choose sales-stimulating posters. These are among 
the materials offered by the Clean-Up, Paint-Up, Fix-Up 
Bureau. For full information, call your local Clean-Up, 
Paint-Up, Fix-Up Committee or write direct.* 





Show customers it’s easy. Many products are packaged 
in easy-to-use containers! It’s less work than ever to 
clean-up, paint-up, fix-up. Demonstrations make this 
point clear to customers—make your selling job easier. 


Appeal to community pride. Remind your customers 
that a good-looking community lives better. You'll 
profit through your contribution to the prosperity and 
well-being of your community. 


*Write: National Clean-Up, 
Paint-Up, Fix-Up Bureau, 

i oat 1500 Rhode Island Ave., N.W. 

PAINT UP-FIX UP Washington 5, D. C. 





NEW YORK « CHICAGO «+ NEW ORLEANS « SAN FRANCISCO 
Want more facts? Circle 138, p. 129 
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/ Did you know any kind of *\ 


! 


\ wood can be as glamorous 
Nass as Redwood? 


\ 


~ 


] 
/ 


REDWOODIZER with PENTA* 


stains and beautifies as it protects against rot! 


More and more, glamorous redwood finishes 
are becoming popular for houses, furniture, 
paneling and many other surfaces. With Red- 
woodizer, all wood surfaces can be stained, 
sealed and protected in one operation. 
*PENTA is the secret of Redwoodizer’s 
amazing ability to seal wood surfaces against 
decay, rot and termites. Penta lets the red- 
wood stain penetrate ...‘‘locks” itself into 
wood fibers for long-lasting wear. Weathering 
tests show that Redwoodizer dries thoroughly 
.. . 1s excellent for use on outdoor furniture. 


When you feature Redwoodizer, you’re 
offering a product with an exclusive advan- 
tage—the beauty of redwood plus the protec- 
tion of pentachlorophenol. Redwoodizer can 
be used to beautify new wood...or to 
rejuvenate old redwood finishes. 

Take advantage of this exclusive—ask 
your Pentaline representative for detailed 
product information...as well as details 
about the rest of the PENTALINE! 


Notice: A few choice territories still available 
for Manufacturers Reps. and Jobbers. 


DeMERT & DOUGHERTY, INC. - 5000 West 4l1st Street - Chicago 50, Illinois 
Want more facts? Circle 139, p. 129 
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MAKES aii WOOO 
ROT RESISTANT 
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SPECTRA 


Bae ae 


DS ae 


BIG-TIME PAINT DEPT....LOW, LOW INVESTMENT 


..» from Compact Inventory 


Big, spectacular consumer selection of hundreds of the packaged colors! Plus strong consumer advertising 
most wanted interior and exterior colors. All made from program with real IMPACT. 
an unbelievably modest inventory of the fastest-selling 


» +» with new, economy 


lua, 


“SPECTRA” COLORMETER 


All of the proven precision accuracy of the 
Original semi-automatic Colormeter at half 
the price because it’s manually operated. 


° ty ; 
SPECTRA 


PAINTS 





JOHN LUCAS & COMPANY, INC. 
1617 PENNSYLVANIA BLVD. 
PHILADELPHIA 3, PA. 
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How the pump that thinks for itself...sells itself! 


Sales come easier when you handle 
Goulds Balanced-Flow—the pump 
with the dome that thinks for itself. 

Within its capacity, it gives your 
customer the exact amount of water 
he wants—from a dribble to a deluge. 
He can rinse his hands or take a shower 
—and the Balanced-Flow instantly 
adjusts to his needs. Without shock. 
Or shake. Or pounding. 


6 More Easy-Sell Features 


1, Economical. The Balanced-Flow 
runs only when your customer is 
using water. It doesn’t have to build 
up tank pressure. Water under pres- 
sure is always there. 


2. Safe Motor Load Design permits 
car washing, lawn sprinkling and 
other continuous services without 
costly motor burn-outs. 


3. No rust-colored family washes 
or stained plumbing fixtures. All in- 


aonmeonwemer eee Ss — 


BALANCED-FLOW...the pump with the dome 


GOULDS @ PUMPS 


ternal parts that touch water are rust 
and corrosion resistant. 


4, Compact. A self-contained unit, 
it saves space, an important feature 
to the modern home owner. 


5. Fresh water direct from well. 
There’s no storage tank for your cus- 
tomer to buy—or you to install. 


6. Stays primed. Gas or air in the 
water won’t bind it. And your initial 
priming job is faster, too. 


SEEING IS BELIEVING 


Put Goulds new compact demon- 
strator stand in a corner of your show 
area and let your customer see for him- 
self. He turns on one faucet, then the 
second—gets two steady streams. 
That’s proof that the pump with the 
dome thinks for itself—to give him 
the water he needs. 

For bigger profits on pumps, send 
the coupon today. 


Please send me 


for $9.95. 


TERETE 
Company 
Address... 
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IT’S READY TO SELL 
Crowd-stopping demonstrator 
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GOULDS PUMPS, INC., Department HA-41, Seneca Falls, N. Y. 


[_] Full details on the Balanced-Flow 
[] Name of my nearest distributor 
[] Balanced-Flow demonstrator stand. Enclosed is my check 
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The nearsighted 
MISTER MAGOO says... 


“General Electric 
bulb sales 


never takea 7’ y= 
vacation!” 


ee A 


(5. 


© UPA 
PICTURES, INC. 


This summer you can turn your bulb sales upside-down! Don’t let increased daylight slow you up. 
America is moving outdoors—after dark, too. The potential market is sky-high for the dealer who 
displays and talks up the new General Electric Floodlight & Holder and the tried-and-true Yellow 
Bug-Lite. 

These bulbs are aimed at the outdoor-living market. In other words, almost every home. It’s hard 


to find a customer who can’t use one or more of both bulbs—if you point out their usefulness. 
Both bulbs are priced for extra profits! 


1. Attractive G-E Floodlight @ viitow 
package contains a weatherproof _@/ Bhs oll 35 
floodlight bulb and an outdoor mene: : 

lighting fixture. Sturdy swivel a =e & ae 
mounting bracket quickly con- ; . 
verts from wall-bracket (for 
fastening to the side of a house 
or garage) to ground-spike (for 
placing in a yard or garden). 
Six-foot heavy-duty rubber cord. 





2. G-E Yellow Bug- 
Lite — with a new, 
more efficient yellow 
coating — keeps insects 
away by thethousands. 
Sell this tremendous 
market—every door- 
way, porch, patio and 
breezeway can use this 
bulb. 
60 or 100-watts 35¢ 








Compact shipping container 


holds six bulb-and-holder sets. 
Two have 100-watt yellow flood- Progress ls Our Most /mportant Product 


light bulbs, four have 150-watt 
clear bulbs. Container opens into G E N £ Q A L FE [ bt C T 4 | ~ 
counter display. 


Want more facts? Circle 142, p. 129 A 
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These who know QUALITY atniet want 


MACKLANBURG.DUNCAN CO 








AMERICA’S FAVORITE! 


SPEED LOAD 


WHEN ONLY THE BEST is good enough—builders and @ 

home owners choose M-D Speed Loads every time! With 

‘controlled flow’ action, M-D Speed Loads eliminate drip- 
ping or oozing of compound from nozzle. 
Get cleaner, neater jobs. It pays to tell cus- 
tomers about the BUILT-IN Polyethylene 
pleated plunger (with accordion action) that 
stops flow of compound when desired. 





@ In white or off-white color 


© With or without plastic nozzle. 


M-D Speed Loads are packed 12 loads to each carton. Please order in multiples of 12. 
Off-white loads with nozzle always shipped unless otherwise specified. 
Meets Federal Specifications TT-C-598 (Grade 1). 


_NEW 


"sg ot 


EXCLUSIVE FEATURES! 


@ NEW PLASTIC NOZZLE @ BUILT-IN CUT-OFF ON GUN HANDLE 


a> A “ 
KZ New plastic nozzle pro- (@ =e 


_ ewe, a 


vides on-the-job choice of | — 
4 different size nozzle 
openings. As shown, trig- 
ger on CG-4 gun handle 


now has cut-off knife! 


Nu-CALK CALKING COMPOUND 
Knife or Gun Grade 

white color available in knife or gun 

grade. Pure white color in gun grade only 


grade meets Federal Specifications No 


Nu-Glaze GLAZING COMPOUND 
Always Stays ‘PUT’ 

ct for glazing sash, replacing putty 

setting plumbing, boatwork of all kinds 


yh 
Clean to handle. Easy to use. Will not dry 
out, norden or crack 


HAND SQUEEZE TUBES 
For Small Jobs 
Simply remove cap from built-in nozzle, fasten 
key over crimped end, turn key and start 
calking. Packed 12 tubes in handsome ' Silent 
Salesman display carton 


Nu-Phalt PLASTIC 
ASPHALT CEMENT 
Ideal for sticking down shingles and tiles 
for use on roofs, chimneys, flashings. Packed 
ini loads to a carton with or without 


OD stic nozzie 


MACKLANBURG-DUNCAN CO. 


MANUFACTURERS OF QUALITY BUILDING PRODUCTS 


BOX 1197 @© OKLAHOMA CITY 1, OKLAHOMA 


CALKING & GLAZING COMPOUND 


PERFECT for Today’s Quality-Built Homes! 


POM) 


POLY Pome, Tr 
FLOW AF Te 4 
PLUNGER fae. kd 
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ALL-PURPOSE - MS 
WASH OFF a — 
NON-FLAMMABLE ei 
easy to use! priced MOVER 


right! easy to sell! Sm... 


ANN ~~ —S £421. KES 


Perfect for the beginner, male or 
female! Won’t turn, explode or 
fume. Safe for all woods, all 
metals. Guaranteed uncondition- 
ally. 


Your customer simply brushes on, 
lets stand, then WASHES OFF! 
In 5 to 15 minutes, KWIK re- 
moves virtually every type of 
paint, varnish, lacquer, even new 
synthetics and fiberglass. 





Easy to use means easy to sell. 
KWIK—the most economically 
priced non-flammable remover on 
the market—gives you a bigger 
share of do-it-yourself business 
» + at full mark-up! 


Ck we teh FUG ED, TINY. ° SUIGN vole 
NEW EYE-CATCHING VISUAL DISPLAY 
FLEX-A-PRENE Paint Mask in Plastic Bubble Pack designed 
exclusively for the retail trade. Write us today for details. 
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KWIK 
Marine 
Non- 
Flammable 


KWIK 
Liquid 
Brush 
Cleaner 


NEW! Compact Size 


QUICKEL. 6). METER-MATIC 


CREAM 
- | HAND CLEANER hd DISPENSER 


Instantly removes Holds 2 Ib. can 


KWIK 


Liquid 
No-Wash 


POWERFUL IN-STORE 
WERCHANDISING 


paint, grease, tar, 
putty, mastic ... 
all stubborn stains. 
Lanolin - enriched, 
gentieas cleansing 
cream. Guards 
against chapping, 
drying, dermatitis. 
Completely 
rinsable. 


Make Money 
as you Use 


uickee Cream 
Hand Cleaner. 
Instantly replaced 
. no waste. 
F 0 olproof 
construction . 
no parts to get out 
of order. Only 
compact. 
economical 
dispenser in the 
field! Perfect for 
Shop, Store, Home, 
Factory, Farm, 
everywhere! 


Dispenser! 
@ New, sell-on-sight 


display cartons IN au; ~d 
@ Fact-filled literature IN DEPENDaBI | 
N SER TY | 


° Attractive window = , tae | ? VICE 
and door streamers : : 


_- 
SELLS ON DEMONSTRATION ! ti Write for FREE Dispenser Deal! 





Work-Saving QU(CKEE. SPECIALIZED CLEANERS 


Clean best, save time and money. Powerfully merchandised 
for self-service . . . speed turnover, build your profits! 


‘QUICKEE FLOOR TILE CLEANER | QUICKEE WALL TILE CLEANER 


Will not soften Asphalt Easy to use... 
Tile. No rubbing, no water, no mess .. 
) scrubbing, wipes away simply wipe on, wipe 
paint, scuff. marks, off! Puts new sparkle 
mastic, stains from in plastic, vinyl, metal 
Asphalt Tile, Vinyl, and ceramic tile. It’s snare rane : 
Linoleum. Polishes } static free, repels dust, "all tile cleast! 
chrome and porcelain, | keeps tile sanitary jp-»,thé polish, 
too! clean! sn 





© Newspaper ad mals 








Order from your wholesaler Nationally Advertised and Pre-Sold 


Write For FREE Samples... Catalog PouicKee PRODUCTS, INC., Yonkers, N. Y. 
Want more facts? Circle 146, p. 129 
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- POWERFUL 
MAKING 
FIC BUILDING— MONEY 
Mea MERCHANDISING PROGRAM! 


FREE TO EVERY ILLBRONZE DEALER 
a comprehensive merchandising program showing you 
how to make more money with your paint department. 
Co-op Ads « Coordinated National and Local Newspaper 
Ads « P.O.P. Aids « Ad Mats « Color Cards « Window 
Banners « Direct Mail « Radio & TV Commercials. 


Te ASK YOUR JOBBER OR WRITE TODAY 
(\ 


ILLINOIS BRONZE POWDER CO. 
MCE Dept. P.O.G. 2023 SOUTH CLARK STREET 


CHICAGO 16, ILLINOIS 
Manufacturers of World Famous Spray-O-Namel “ 
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COSTLY 
INSTALLATION 
STAYS Py 


Tw 
o 
MIXES LTING Down: 


2 SIZES at ONE TIME 


—1/,-PINT TO GALLON SQUARE OR ROUND 


AMERICA’S LARGEST PAINT 
MAKERS USE AND RECOMMEND 


SAVE 


Delivered ready to use on table, floor, bench, counter. 
Quiet, quick, convenient. Keeps shelf stocks 
factory-fresh always. Produces “custom” colors 
for easy extra sales. 


WRITE Today for FREE 
Hlustrated Catalog 











a 


manufacturing company 


9425-45 Seymour Street © Schiller Park, Ill. 
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Goodell makesa dollar 
do more thanadollar’s 


work& There’s no magiCuam 


no twisted wordS ua aaanm 
just plain old New England 
“horse sense’m Goodell simply 
uses Small Town economys the 
latest in equipment plus the 
highest quality materials avail- 
aDlem Hundreds of Hardware 
buyers are profiting by these 
factsm You should toos 


Here’s proof! Tool (as shown) with black, 
shatterproof plastic handle guaranteed not 
to dissolve when cleaned with acetone or 


paint remover. 5O¢ Sug. list— 
COMPARE GOODELL QUALITY .. . VALUE! 


Write for Free Sample on your letterhead to- 
day and ask about our Discount Schedule. 


GOODELL COMPANY 


ANTRIM, NEW HAMPSHIRE 


Want more facts? Circle 149, p. 129 
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Zinsser shellac finishes for 
a convenience-minded public... 


+3. cose BIN 
| PRIMER 
‘ SEALER 


hy F * Bie pe 3 
oh = ° 


B-I- N - R I M E R- 
SEALER® — primes, 
seals and kills 
stains all in one 
coat, saves hours 
of painting time, 
dries ready for fin- 
ish coat in 45 min- 
utes. 


o LIMSSER, ... 


TRIMLAC®—the all- 


in-one-day finish 
that gives natural 
or stained wood 
paneling a waxed, 
hand-rubbed look 
— without rubbing 
or waxing. 


BULLS EYE® SPRAY 
SHELLAC — the all- 
purpose clear 
spray. Use for 
worn floor areas, 
stair treads, arts 
and crafts. Ideal 
for sealing plaster 
patches. 





BULLS EYE® 


READY-TO-USE 
SHELLAC—in wide- 
mouth cans. No 
thinning. Full in- 
structions for 
home user on the 
container. 


i PURPOUM BiAck 


ZiNSSER 


‘BULLS EYE BLACK 


GLOSS® — the all- 


purpose interior 


black gloss. Quick- 
drying, tough, flex- 
ible. Ideal for hard- 
ware, wrought- 
iron furniture, grill 
work, base boards. 





LAC — standard 
weight in easy 
pouring oblong 
can, the first 
choice of crafts- 
men and top pro- 
fessional floor fin- 
ishers. 


" BULLS EYE® SHEL- 


.. AND FOR PROFIT-MINDED DEALERS: sold only through paint and hardware stores. 
Three items fair-traded for your protection. Superior shelf life . . . reduces inventory 
problems. * BACKED by national advertising in AMERICAN HoME, PoPULAR SCIENCE and 
AMERICAN PAINTER AND DECORATOR «¢ FREE “How-To-Do-It” Folders available for 
your consumer trade. « FULL INSTRUCTIONS on containers. .. save your selling time. 


WM. ZINSSER & CO. 


Offices and Factories at 


516 West S9th Street, New York 19, New York 
319 N. Western Avenue, Chicago 12, Illinois 














You can make an extra $4,000 per 

year with a Clarke Floor Machine 

Rental Department—easily! This ™ : 7 ems | ae 
compact department, displaying the 13) P= 7 
best known, most dependable floor ary { | tA. | eee 
care equipment made, establishes you gone 

as rental headquarters for do-it- a | 
yourselfers. You’ll see potential be- | a 
come reality as you promote your 

department with the merchandising 

aids Clarke gives you. And you'll 

watch rental fees, sales of rental 
items—sandpaper, wax, floor finishes, 

shampoo, etc., and impulse purchases 

quickly pay off your investment, 

build extra profits and add new 

customers. 














Interested in an extra $4,000 per 
year? Let us show you how this 
department can earn it for you. 
Write for details. 


Clarke 


FLOOR MACHINE COMPANY 
DIV. OF STUDEBAKER-PACKARD CORP 


Complete Clarke Floor Care Rental Department includes floor sander, edger, polisher, rug shampoo 
machine, wet-dry vacuum cleaner, upholstery shampooer-vac, hand sanders, plus shampoo and floor 
finishes — and it occupies only a few square feet of floor space. 


THE BEST KNOWN NAME IN FLOOR CARE RENTAL EQUIPMENT 
302 E. Clay Avenue, Muskegon, Michigan 


Authorized Sales Representatives and Service Branches in Principal Cities 
In Canada: Clarke Floor Machine Company (Canada), Lid., 21 Advance Rd., Toronto 18, Ontario 


Want more facts? Circle 151, p. 129 
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A Hardware Week 
Special! 


interchangeable 
Genuine 

No. 2 Phillips 
Blade 


Extra Clutch 
in Handle 


from a “Regular” 
into a 
“T” Handle 
Screw Driver 


Interchangeable 4” 


) f Regular Blade 
No. HW-61 i} IN SECONDS! : 





A Truly Great “Handi-Angler’’ FREE BONUS Includes: 
Special Value with 


FREE BONUS 
To Step Up Impulse Sales 


Yes, here’s a buy that sells on sight. Everyone 
; VACO PRODUCTS CO. 
has wanted a high torque “‘T’’ handle screw driver 317 E. Ontario St., Chicage 11, Ill. 
. and VACO’s “Side Arm” design now gives 
them the “‘T’’ handle plus regular. . . in ONE 
unit. The FREE BONUS gives ‘em a complete 
fishing kit in addition . . . at no extra cost 





Send me “Side Arm” screw driver carded sets @ $2.98 
each (less my discount)... packed 6 cards to standard carton. 


My Name 





Street Address 





Jobber Inquiries Invited Zone State 








VACO PRODUCTS COMPANY, 317 E. Ontario St., Chicago 11, Illinois 


In Canada: Vaco-Lynn Products Co., Ltd., Montreal 1 Quebec 


Want more facts? Circle 152, p. 129 
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ANOTHER 


vinyl latex 
Paste Spackling in 
Tubes & Cans 


Ready-mixed. Dries 
hard in minutes. Sands 
easily. Stays fresh in 
can or plastic tube. 


12-TUBE 
DISPLAY CARTON 


Sell from compact plastic tube display carton 
with familiar checkerboard label. Nationally 
advertised by RUTLAND—leader in modern 
packaging and product quality. 


RUTLAND FIRE CLAY CO. 
RUTLAND, VERMONT 


“ 


POWDER OR a. eee es 
Want more facts? Circle 153, p. 129 
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Cost Down, 
Sales Up! 


Campbell-Hausfeld 


PRESSURE 
PAL 


Portable 
Paint Sprayer 


Ideal for the home workshop, this trouble-free 
unit includes matched spray gun, compressor 
and a 15’ hose (motor optional). Displaces 2.98 
CFM... smooth delivery at 1.6 CFM at 35 Psi. 


Write for literature today! 
The Campbell-Hausfeld Co. 2150 Railroad Ave., Harrison, Ohio 


OF Wi 8 ad =) Oy eds OU OL) ey 
Want more facts? Circle 154, P. 129 


Death on 
old, hard 
putty 


New Ludlow Putty Torch 
only 


$495. 


list 


Stock this best seller now! 350 watt tubular 
heater melts old hard putty fast for clean easy 
removal. Cuts reglazing time in half—boosts 
profits on every job. Shaped to “get the corners” 
without turning. Compact—only 542” x 212”, 
Only 13 oz. Carton of 6, shipping weight 7 Ibs. 
Order now from your jobber or write Ludlow 
Products Corp., 437-439-441-443 Second St., 
Schenectady 6, New York. 


Want more facts? Circle 155, p. 129 





Tiinnesotra [ffinine awn [fanuracturinc company 


A WORLD LEADER... PROVIDING QUALITY PRODUCTS FOR HOME, OFFICE. AND INDUSTRY. 


ee 





Svalionala with Card Punch Intercouplers 


save $35,000 annually, returning 200%!” 


—-MINNESOTA MINING & MANUFACTURING COMPANY, S:. Paul. ™ 


‘‘Current cost records, automatic 
creation of punched cards, control 
over cash receipts, up-to-the-minute 
accounts receivable accounting, and 
efficient adding machine listings are 
just some of many jobs handled on 
our National machines. 

“National Accounting Machines 
with Punched Card Intercouplers in 
our Traffic Department alone save us 
$35,000 each year, which is 200% 
annual return on our investment. 


“In addition to these dollar-and- 
cent savings we have been impressed 
with the versatility of our National 
machines. They have permitted us 
to meet changing requirements and 
in every case, to keep abreast of cur- 
rent trends.”’ 


KHO19 ato. 


H. P. Buetow, President 
Minnesota Mining & Manufacturing Company 


In any business, National machines pay for themselves with the money they save, then continue savings as 


annual profit. Your National man will show how much you can save. See yellow pages in your phone book 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Punched cards are created 
automatically as a by-prod- 
uct of posting to the freight 
accounting records. 


An impressive list of quality products: 
“SCOTCH” brand pressure-sensitive adhesive 
tapes ...“SCOTCH” brand electrical prod- 
ucts...“SCOTCH” brand magnetic tape 
“SCOTCHGARD” brand stain repeller.. 
“SCOTCHLITE” brand reflective sheetings 
... "THERMOFAX” brand copying machines 
and copy paper... “SASHEEN” brand ribbon 
... 3M” brand photo-offset plates... “3M” 
abrasive paper and cloth... “3M” adhesives, 
coatings and sealers...‘‘3M” roofing granules 
“3M” chemicals 
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Cut out the guesswork! 


Start selling more paint 


4 
~, 


/ 


* 


1) hes v 
a 


x. A's BOSS 7 
O’BRIEN>S 
PAINTS 


Check your problems and get rid of them fast! 


a Shrinking profits & Ineffective advertising 
[| Franchise uncertainties gE Inadequate selling aids 
[| Customer disloyalty [ | Inferior products 


[ | Big inventory overhead e Cut-price competition 


Who wants headaches? Who wants the troubles that frequently pile up in 
the retail paint business? Nobody wants them...and O’Brien is doing some- 
thing about them. A miracle? No, but you'll think it is when you learn what 
O’Brien can do for you, right now and for years to come. The O’Brien 
people make it their business to make your business grow and profit and 


hit new highs in sales. Without headaches, remember! 


THE O'BRIEN CORPORATION, SOUTH BEND 21, INDIANA 


Want more facts? Circle 157, p. 129 
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and making more money! 


O’BRIEN’S famous POLICY paints a 


rosy picture 


that doesn’t fade! 


Here’s only a hint of how O’Brien can work 


wonders for you 


1. A proved program of merchandising, sell- 
ing and promotional aids, with national and 
local advertising that gets action. 


2. A price-schedule that insures good mark- 
up, geared to all market conditions. 


3. The elimination of big inventory overhead 
through carrying fewer lines. With O’Brien, 
alone, you can cover the paint-needs of your 
community completely. 


4. A repeated emphasis on quality, O’Brien 


without the slightest obligation, ask 
O’ Brien for all the money-making details O'Brien Policy would work specifically for me. 


Baltimore e Oklahoma City « San Francisco e Los Angeles 


and your business! 


quality, that means satisfied customers, re- 
peat customers, permanent customers. 


5. The constant protection of prospering 
under the O'Brien Policy...a boon and boost 
for “independents.” 


6. An ironclad franchise, designed for your 
success. 


7. Etc., etc., etc! Many more benefits too nu- 
merous to list here. 





ACT NOW! 


Please send me information on how the 
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COLUMBIAN’S Complete Line 


COLUMBIAN 
DISPLAY RACK 
Designed to fit 


FREE: 

COLUM " 
BIAN 

DISPLAY e ACK ACK 


ee only 20” by 22” of 4 
- + + delivered t ith 
ee for 125 avert pied oS. 
AN TAPE-MARKED snsenas 





New! Easy fo Handle, Easy to Store, Colpack Cartons! 


Thousands of New Boat Owners NEW SELF DISPLAYING CARTON 


A new, attractive counter Display Pack- 


will be Buying Rope this Summer... coe containing « popular extoriment of 


Nylon rope in the most convenient lengths 
and sizes for the small boat owner. 


. .. and they'll be asking you for all kinds of ropes for 

all sorts of purposes. Many of these applications can be ae 
served best by a new synthetic rope: Nylon for anchor- Self Displaying counter package will stimu- 
: © : ene late sales of Nylon Boating ropes. 

ing, Dacron® for running rigging. Some may ask for 

Polypropylene in their stead. Be sure you have enough Saves You Time. With these Pick-Me-Up coils 
COLUMBIAN on hand to see you through. Remember, you conse gs oo Segre = a sea 
there’s more profit per sale when you sell coLtuMBIAN ee ee 
synthetics. Why not check your inventory now and Small Space. Only 12” x21” of space re- 


place your order for more COLUMBIAN ROPE. quired to put you in the synthetic rope busi- 
ness. Every boat owner needs nylon. 


COLUMBIAN Rope Company 


Auburn, “The Cordage City,” N. Y. 


*Dacron is a trademark DuPont polyester fiber 
Want more facts? Circle 158, p. 129 
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NEW! SWINK ES 
SOIF-SEFVICE secsncunnu 
staple gun =<". 
department 

“FREE” 


THE FIRST TIME IN HARDWARE HISTORY! This 
remarkable self-service staple gun depart- 
ment actually promotes more customers into 
buying the famous $4.95 Swingline staple 
gun. 





TURNS RENTAL CUSTOMERS INTO BUYERS! Paves 
the way to more sales because it encourages 
more customers to apply the rental price of 
Swingline’s professional heavy-duty No. 900 
staple gun towards the purchase of the 
$4.95 model! 


FIELD TESTED AND PROVEN ACROSS THE NATION! 
Swingline’s Self-Service Merchandiser posi- 
tively causes innumerable return trips per 
customer. They return to buy refill staples... 
buy other items as well, while inside your 
store. 


DON’T DELAY! This merchandise display is 
yours FREE! Get in on this fabulous profit- 
builder today. Contact Swingline for com- 
plete detaiis. 


#900 Retail $12.50 -_ #101 Retail $4.95 


SS “ 
FOR COMPLETE INFORMATION CONTACT: IniG., LONG ISLAND City 1, NEW YORK 


in Canada: Saxon Office Equipment, Ltd., 156 Evans Avenue, Toronto 14, Canada 
Want more facts? Circle 159, p. 129 
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Faultless | 


Selection of eye-catching Caster Card-Paks conforms to NRHA eee 

. . ntormative orocnure 
Turnover Handbook recommendations. New, decorative wheel = states Mieaalindte Se 
colors—white, black, and clear—plus choice of 5 stem casters, . available from your 


local Wholesaler or 


4 plate casters, and nail-on glide fill 80% of your customers’ needs. === from Fauitless. 





Protective Slee 


Each Caster set is shipped to you in pro- 
to make a display with customer appeal! sturdily from pegboard wall fixtures! tective, colorful sleeve that acts as a box! 


Caster Card-Paks stand up or can be tiered Caster Card-Paks are designed to hang 


Faultless Caster Corporation Evansville 7, indiana 


Branch Offices in principal cities of the U.S.; see the Yellow Pages of 
the telephone book under “Casters.” Canada: Stratford, Ontario 


Want more facts? Circle 160, p. 129 
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“Our Rubbermaid sales went up 41% 
since we joined the FP Program!”’ 


Says Miss Ruth Bock, Manager, Gus Bock Hardware, Lansing, Illinois 


Gus Bock Hardware is most unique. It has the 
delicate touch of a woman manager, a delightful 
department-store atmosphere that women enjoy, 
and it does business in a great big way. 

About her topnotch Rubbermaid operation, Miss 
Bock says: “It is quite evident that the specially 
designed Rubbermaid fixture is doing an excellent 
job of selling. In comparing sales, we find our 
Rubbermaid sales up 41% over 1958 in comparison 
to a plus of 15% for the housewares department. 
Combining good display with the service of Rubber- 
maid salesmen is what makes the FP program 
outstanding and valuable.”’ 


You can realize Full-Potential Sales 
with Rubbermaid’s FP Program! 


Rubbermaid starts the groundwork. A representa- 
tive from Rubbermaid keeps a continual inventory 
control, writes orders, and informs you of new items 


and future promotions. This system assures*you of — 


e Best-selling items and colors always in stock. 
e Sure sales from self-service merchandising unit. 


Regular service from your wholesaler or Rubber- 
maid representative. 


e Optimum stock turnover, full mark-up. 
¢ Increased volume and sales per square foot. 


Why wait? Enjoy four times more sales and profit 
per square foot in your store. Ask your Rubbermaid 
wholesaler or sales representative today. Rubber- 
maid Inc., Wooster, Ohio. 


Rubbermaid, 


a ee ee — 2 — ee Ae a i a ee © 
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NOW 


a 
liquid 
Sander 
that 


'Q 
A) PUNT SANDER 
. ‘ 
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‘de-glosses 
and : 
flattens’ (ie———_~ 


th a — . 
all ’ 


eee = = — & 3 
painted surfaces | 


e Provides positive bond 
between new and old finish 


a 


a 








Se 


© Completely eliminates 
paint chipping 


developed by the makers of Zip-Strip & Zip-Kleen ... 














HOMEMAKER: 


“Why rub sandpaper... 
when you can just wipe 
on Zip-Sander?” 


FLATTENS GLOSS FINISH 
PAINTER: 


“You can actually see Zip- 
Sander ‘work’.It gives 
tooth to the brush so paint 
flows on smoother and 
easier. Refinish anytime!” 


LIQUID 
PAINT SANDER 


ASK NEAREST DISTRIBUTOR FOR COMPLETE 
PERFORMANCE FACTS AND PROFIT FIGURES ELIMINATES SANDING 


BONDS NEW FINISH TO OLD : 


STAR BRONTE COMPANY 
7 an ‘ ~ ‘ 








STAR BRONZE COMPANY 


ALLIANCE, OFIO 








ODE TO MODERN DESIGN 


No money-making hardware store 
Will look like this today. 

With old store fronts, and merchandise 
In messy disarray. 





Today's smart stores have all caught on, 
They're colorful to see. 

And gondolas (not table tops), 
Hold a wide variety. 





With wooden fixtures, narrow aisles 
Store sales will keep on dying. 
But Modern Design by M&D 
Will always keep ‘em buying! 











MORAL: Modern Design makes ’em spend...and Modern Design means 


Meh SiIGere Fix TvVvuReEs. INC. 
245 No. Vineland Ave., City of Industry, Calif. * 6 No. Michigan Ave., Chicago 2, Illinois 
Want more facts? Circle 163, p. 129 
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by R. C. Rittenhouse, 
associate editor 


A storm cellar is a good place 
to be during a storm. But, when 
the storm is over, you have to come 
out to get any work done. 

Some dealers jumped into the 
storm cellar when confusion hit the 
paint market a few years ago— 
and they forgot to come out. 

The result is that too many 
dealers are missing valuable paint 
and sundries sales. These sales can 
be yours when a serious effort is 
made. 

How can you get more paint 
sales? The 9-point selling plan dis- 
cussed in this Guide can give you 
a sound foundation for your own 
plan. 

These nine points are the result 
of recommendations by top dealers 
and merchandising experts across 
the country. They are fundamental 
to a good paint department. 

Before discussing the 9-point 
plan, let’s consider the paint pic- 
ture for hardware stores. 

First, the facts are: A paint de- 
partment should produce at least 
20 percent of your total volume. 
Does it? It is a major department. 

Second, paint and sundries are 
logical and natural merchandise 
for a hardware store. They are 
bought largely by your primary 
customers—home owners. 


9-POINT 





Third, paint triggers many related sales, far be- 
yond sundries. A paint job can lead to an infinite 
number of sales in other departments. 

Fourth, an independent merchant can attract trade 
from discounters, department stores, and other such 
competition, by offering the one key sales appeal 
combination of service and personal advice. 

Now for the nine points that are basic to more 
paint profits. They are: 

. Offer a plus—a staff that knows paint. 

. Create an image—be paint headquarters. 

. Get the most from sales aids. 

. Keep tight stock control. 

. Offer extra services. 

Use a planned ad program. 

. Make displays more effective. 

. Keep this section modern with new ideas. 
. Promote related lines. 

As you consider these points keep this in mind. 
You must split your time between departments ac- 
cording to their present or potential volume. Beware 
of catering to your own likes or dislikes in merchan- 
dise. Judge each department on its relative value 
as a profit maker. 

What are the potentials of paint? Let’s take a quick 
look at the market, past, present, and future. 

Last year was a record year for the paint industry. 
Trade sales again topped the billion dollar mark with 
$1,036,700,000, a gain of 2.9 percent over the record 
year of 1959. There is no market figure for sundries 
as a group. 

According to a market study made for Hardware 
Age by National Analysts’, the average major hard- 
ware dealer sold $23,541 worth of paint and sundries 
in a market where total paint sales were $100 million 
less than the 1960 market figure. Paint industry men 


CoONHS wp wn 


see 1961 as another good year that will at least equal 
1960. What should the average major hardware deal- 
er’s volume be this year? 

Customers will tend to go to the store offering 
service and advice when they want paint products. 
Customers visualize this store as paint headquarters 
and mark it as the place to go when they want in- 
formation and merchandise. 

Broad stocks and clearly defined groupings of paint 
and sundries into a distinctive department gives sub- 
stance to your paint headquarters image. 

You support this image by having what the cus- 
tomer wants when he wants it. You enhance this 
image through straight-forward promotions, mer- 
chandising aids, and imaginative displays. 

Keep searching for new ideas, such as those pub- 
lished in each issue of Hardware Age, to get bet- 
ter ways for building paint sales. Shop your com- 
petitors. It will help you spot their strength and 
weaknesses as well as your own. 

Much to-do has been made over certain “shady” 
methods of selling paint. Thanks to the efforts of 
Better Business Bureaus, paint industry organiza- 
tions and federal agencies, your interest in fair com- 
petition for paint dollars is being protected. 

No amount of help from such sources, however, 
will sell your paint for you. It’s entirely up to you to 
make your paint department grow or die. 

The paint market is big. Paint is a major, quite 
natural department and a profitable one for hardware 


stores. That is why it is important that you keep it 
in a competitive position. Apply this basic 9-point 
plan to your operation and keep posted on new prod- 
ucts and trends. 

If you keep the basics in focus you won’t ever 
have to take to the storm cellar when new competition 
comes along. You will sel! more paint. 


PROFIT MAKING SALES PLAN 


: 


a 
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POINT 


For more pat 


Does your staff have SPM-K. You owe it to yourself to help them 


get it by spending some time on training. Then your store can... 


Offer a plus=—A staff that 


A first class staff is a mighty formidable weapon 
in these days of tough competition for the consumers’ 
paint dollar. 


Well trained clerks are a plus that gets customers to: 
come back to your store. Don’t overlook traffic poten- 
tial in trained clerks. Power up your staff for better 
sales performance through a three-pronged training 
program to give them SPM-K—Sales, Product, Man- 
agement Knowledge. 

Sales and product knowledge are necessary training 
for any retail clerk. However, management training 
is not normally considered in the same light. Man- 
agement training is suggested for the SPM-K pro- 
gram because it holds extra benefits for you and the 
clerk. If a clerk knows what is going on behind the 
sales floor he can appreciate your problems; he will 
have more confidence and security; and, he will be 
better equipped to move into areas of more responsi- 
bility later. 

There was a time when a man who knew how to 
paint was the man needed behind the paint counter. 
But, in these days of changing markets, product 
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knowledge is not enough. Your paint clerk must be 
a paint product and application expert, a good sales- 
man, a good manager, and for extra measure he must 
know color and decorating trends and techniques. 


There is more than one reason for helping your 
clerks get SPM-K. Not only is this fully rounded 
training important to your business from a competi- 
tive standpoint, but it is important for employee 
morale. 

Don’t let the words “training program” frighten 
you. A training program can be anything from classes 
at a local high school to self-study by the clerk. There 
are so many sources of product information that 
such training needn’t cost you a thing. The same 
holds true for sales and management courses. 


Taken a step at a time, here is what SPM-K is. 


Sales knowledge 


No matter what a dealer clerk is selling he must 
follow the basics of good salesmanship to be a suc- 
cess. Any clerk should observe cleanliness, neatness, 
courtesy and have a pleasant appearance. 





























Private training sessions in the office create interest and go a long way toward building a 


well informed sales staff. 


knows paint 


The clerk must know the logical steps in making a 
sale which are: 


(1) get the customer’s attention. 

(2) arouse the customer’s interest. 

(3) point up the product’s benefits. 

(4) create a desire in the customer for the product. 
(5) close the sale. 


All are basic and are, to a degree, tied in with the 
clerk’s outlook on life. For example, if he likes people 
and understands their wants, he can be a top notch 
salesman. Skills of salesmanship will come naturally 
to him if he is made aware of them. 


A coordinated plan of constant self-improvement and 
sales courses will help such a man do a good job. 

Sources of material and information for sales 
training are: 


A list of 12 highly recommended books on sales- 
manship available free by writing to HA Reader’s 
Service, 56th & Chestnut Sts., Philadelphia 39, Pa. 
(see HA, Sept. 8, p. 46). 


Adult courses at public schools and colleges and 
other courses such as the Dale Carnegie program. 

Paint industry organizations such as the Hidden 
Power Program of the National Paint, Varnish & 
Lacquer Assn.; and the Retail Paint & Wallpaper 
Dealers of America. 

Other dealer operations—have your clerks shop the 
stores of your good competitors so they can study 
the techniques used by other clerks. 


Product knowledge 

There is a convincing argument for the importance 
of product knowledge in selling paint and it is this: 

If a customer’s paint job turns out badly or doesn’t 
hold up, you get the blame. It’s strange but true. 

The customer won’t blame the product or his own 
misuse of it when things go wrong. 

Worst of all, he’ll get a negative reaction to your 
store for a long time afterwards. You can’t build a 
good image under those circumstances. 

Probably no other department in the store demands 
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as much product knowledge as paint. This is true 
because paint is not a finished product in the sense 
of a hand tool or an appliance. Paint is really a raw 
material and not much of anything wntid the cus- 

tomer uses it. 
Offer a plus— A staff that knows paint In recent years paint selling has taken on a new 
(Continued) dimension—color. There is a tremendous emphasis 
on color in practically every type of merchandise. 
For this reason knowledge of color trends and the ba- 
sics of color are a must for today’s well-trained paint 

clerk. 

With all the emphasis on color knowledge, be sure 


Check chart for paints to use on inside work 
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has been previously finished } 





Courtesy: National Paint, Varnish & Lacquer Assn. 


A glance at this chart will show your clerks what type of paint is best suited for practically every inside project 
customers might have. It won't take long for clerks to sharpen their product knowledge with this aid. 
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Check chart for paints to use on outside work 
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Courtesy: National Paint, Varnish & Lacquer Assn. 


Customers have many questions about what to use on outside painting projects. Your paint clerks can recommend 
the right type of finish without hesitation from this chart. Product knowledge creates customer confidence and helps 


make more paint sales. 


your clerk doesn’t lose sight of one thing. It is im- 
portant to sell paint for its protective qualities. 

Protection of a surface is still the primary reason 
for painting and your volume sales still revolve 
around this need. 

A word of caution. Don’t get too technical with 
product knowledge training. If a clerk gets too ab- 
sorbed in, let’s say, the several types of latex paints 


and he talks to a customer about butadiene-styrene 
or polyvinyl acetate (PVA) based paints, he will con- 
fuse the customer. If the clerk talks to a customer in 
terms of paint by its uses (i. e., wall paint, floor 
paint, masonry paint) product knowledge will be 
functioning to your benefit. 

Information about products is one of the easiest 
things to get. Wholesalers, manufacturers and other 
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Offer a plus—A staff that knows paint 
(Continued ) 


industry sources offer literature on their products 
and uses. Most paint and painting tool manufac- 
turers will conduct plant tours and sales training 
classes. 

Your paint clerk should keep in close contact with 
your supplier salesmen in order to get all the news 
on new developments and to get selling tips. A con- 
centrated study program for clerks, voluntary or 
otherwise, is a must for paint profits. 


Sources for product knowledge are: 
Personal use by clerks. 

Supplier salesmen. 

The label on the product. 
Professional users. 

Plant tours. 

Manufacturers’ literature. 

Public library. 

Manufacturers’ courses. 

Technical industry organizations. 


Management training 


Normally, management training is not considered 
a necessary part of a clerks education. He is not con- 
sidered part of management. 
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Product and sales knowledge can be 
gained by study of the labels on paint 
cans. Every member of your staff owes 
it to the customer to know his product. 


The main purpose of giving clerks this extra knowl- 
edge is three-fold. 

First, you will have someone around who can fill in 
temporarily in an emergency. 

Second, you can promote from within. 

Third, and most important, management knowledge 
gives your clerks depth, confidence, and security. 

If a clerk knows what is going on behind the sales 
floor he will have a better understanding of your 
problems in operating the store. Get a clerk to feel 
he is important to the store and you have a good 
clerk. You will also feel more secure and confident 
if you surround yourself with competent well-trained 
people. 

Sources of material and information for manage- 
ment training parallel the sources listed here for 
sales training. There are many formal courses avail- 
able and information for self-study can be gotten at 
the library. 

Training a staff takes time and effort but it is 
worth every bit of it. In short, if you see to it that 
your clerks are well armed with basic selling knowl- 
edge, product knowledge and some management 
knowledge, you are in a good position to give your 
customers a plus that sets you off from your com- 
petitors. 





Create an image 


oie 


For more paint profits 


be paint headquarters 


Paint is big. Paint is basic. Paint is profitable. And, 


hardware stores are the logical place to be paint headquarters. 


Here’s how to capitalize on a natural business image. 


What is a business image? 

There is no mystery about this oft-repeated phrase. 
An image is simply your store personality in the minds 
of your customers. They think your store is head- 
quarters for certain merchandise or they don’t. They 
like your store or they don’t. 

What does all this mean to you? Plenty. 

A good clear image or store identification by custo- 
mers means more traffic, sales, profits. It also means 
that your customers will be loyal. 

A fuzzy image limits a store’s growth and sales 
potential. Needless to say, a bad image leads to busi- 
ness failure. 

How much does it cost to create a good image? 
Probably nothing. If there is some small investment 
in bolstering your business image, it is well worth 
it. 

Principally, a store image is built around these six 
factors. 


ew ene wee ite « 





(1) Your attitude: toward each department. 
(2) Store appearance. 

(3) Clerks. 

(4) Policies. 

(5) Merchandise. 

(6) Promotion and advertising. 


Every dealer must also use these factors to build 
the more specific image as headquarters for each 
major department. 

Perhaps you have already built an image as house- 
wares or basic hardware headquarters. Is your store 
known as paint headquarters? If not, consider the 
facts. 

Paint and sundries represent 20 percent of the 
average hardware dealer’s volume. This department 
is a recession-proof, traffic pulling gold mine. 

If any store is not paint headquarters now, can it 
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It takes a lot of study and thought to get and keep an image as paint headquarters in any community. 


Create an image... 
(Continued) 


afford to ignore the sales and profits that 20 percent 
of its volume represents? 

Though we speak of departmental images in the 
minds of customers, you should not separate the de- 
partments in your overall thinking. But, you will 
have to deal with each one separately until your entire 
store is in focus with the demands of your market. 

In other words, your image will be reflected in the 
volume of each department, so, make it coincide with 
customers’ needs. Now, let’s talk paint and sundries. 

First, you must decide whether you want to be 
paint headquarters. If you are not convinced that paint 
and sundries are important to your business, then, 
your store won’t be paint headquarters. Your paint 
image will be uncertain, your customers will be un- 
certain and possibly your profits will be uncertain. 

Come to a firm decision on this point by reviewing 
your market, the facts in this Guide, and the experi- 
ence of other successful dealers. Then do it, and stick 
to it. 

Second, make your department distinctive. There 
are many ways to do this. Dealers have created sepa- 
rate color selection rooms where customers can 
quietly study color and decorating ideas. One dealer 
made such a room, with shelves as walls, right in the 
middle of the sales floor and didn’t lose a single inch of 
display space. His store is paint headquarters in his 
community because everybody knows about his “Color 
Harmony Room.” 

Spotlights, merchandising aids and your own ideas 
Can give your paint section distinction—something 
that will immediately come to a customer’s mind when 
he needs paint. 

Sometimes the prestige approach is effective. Try 
calling your paint section the “Home Decorating 
Center.” Study customer reaction for awhile. Depart- 
ment stores and Sears have used this “Center” or 
“Shop” approach quite successfully in several depart- 
ments. Your only investment in this experiment might 
be a little time and the cost of a sign or two. 

The third factor is your clerks. To customers, the 
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clerk that waits on them is your store. If the clerk 
is unsmiling, unkempt, and uninterested then to custo- 
mers your store is unfriendly, disorganized and un- 
concerned with their problems. They won’t come back. 

The services, little and big, that you and your 
clerks can offer, make a very definite impact on your 
customers. Everything from credit to a helping hand 
to the customer’s car with packages builds a good 
image. 

The fourth factor — policies, is an important 
stabilizing influence on customer impressions. Set 
down definite rules on refunds, minimum delivery 
requirements, professional discount rates and so on. 
Any vacilating of standards in these areas beclouds 
your image. 

Fifth, you can only be paint headquarters if you 
have what customers want when they want it. Broad 
and deep stocks in quality paint sundries and paints 
are a must, but, be selective. Watch out for duplica- 
tion in paints. 

The sixth image builder is your promotion and 
advertising. This activity creates a picture of your 
store in the minds of people who have never seen it. 
Advertising must fit the business personality you 
strive for if you are going to sell the stock you find 
is right for your market. Be sure to use your paint 
department slogan in your ads. 

If you are going to be paint headquarters, put the 
emphasis on paint in season. Some paint item should 
appear in every ad. Above all, use the quality story 
synonymous with the modern hardware store. 

The other eight points for more paint profits dis- 
cussed in this guide are basic to building your paint 
image. Review them and add them to the points in this 
article. 

Study your market needs, tailor your stock and 
operation to fit the market, spark things up with fresh 
ideas and good sales help, talk about your paint 
department and your store will be paint headquarters 
to your customers. 





Why not..... 


Make full use of selling aids? 


Eye catching and sales stimulating display aids are available 


at little or no cost to you. Use them and watch volume climb. 


What is a selling aid? 

It’s more than you may think. 

Any visual device which in some way gets extra 
attention is a selling aid. For attention leads to sales. 

Attention may come from a flashing light over your 
paint counter, or a salesman dressed in painter’s cap 
and apron, or swatches of a bold new color handed 
out to every shopper that visits the paint department. 

Attention may come from a large sign, or a small 
one painted in glowing color. Or attention that breeds 
sales may be drawn by the movements of a paint 
shaker. 

Any thing that catches the eyes and ears of a cus- 
tomer and causes him to think twice about what he 
sees or hears can be considered a selling aid. And 
the average paint department is bursting with such 
aids. 


Take window display materials .. . 

Full sheet and half-sheet posters and pennants 
in brilliant colors are available from most suppliers 
of paint. They make beautiful backdrops for dis- 
plays of paint cans and sundries. 

The merchandise itself can be used to rig up a 
dramatic window. For example, a 4 in. swath of 
color can be streaked across your window by dipping 
the brush into an open can of paint. Then fix the 
brush to hang in position at the end of the swath, 
as though held by an invisible hand. 

Or use the old brick stunt. Cut a brick in half 
diagonally. Mount one half on the outside of your 
window, the other in perfect position on the inside. 
Complete the illusion of a brick shattering your 


$: ee 
ies) 4 F me 
ng " 
bs st ag Z 
3 7 y 
7 4 eae cee eed 
<> : She 
=f ; 
“ 





: . “ 
< Hs, & 
$ be Pages es ba , oe: phe he 
: Le, Oe ae a re ‘ ett 
SS ee a slaty a epee ee cme 
aes _ A DARN LE CREM ng RO ag sas OCTReD onal 


Nolan's Hardware, Springfield, Pa. 


Manufacturers’ selling aids make excellent material for 
even the shallowest store windows. A dealer in suburban 
Philadelphia dressed this side window with available 
materials at no cost. It attracts traffic going toward the 
rear entrance of the store. The owner also painted 
giant letters in different colors to set off his store name. 
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Imagination in display creates excitement. This dealer 


used his own ideas and came up with a real traffic 
stopper. He cut pages from Hardware Age and used 
them to cover his display window walls. 


Why not... 


Make full use of selling aids? 
(Continued ) 


plate by painting jagged outlines of broken glass 
around the brick. This never fails to stop traffic. 

Put your paint color mixing machine or paint 
shaker in plain view of the window. Folks will 
gather to watch them operate. 

Cut out ads from consumer and business maga- 
zines as backdrop for display. Many dealers use 
feature stories about paint from leading shelter 
magazines as a theme for a display window. 

Use half-painted, half-bare items such as un- 
painted chairs or rusted metal as a window traffic 
device. 


In-store traffic magic ... 


A sign above your color card rack, “Free color 
swatches, take several,” will deplete it quickly. 
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Murta-Appleton Co., Philadelphia 


These are taken home and studied by customers. 
They ultimately lead to sales. Few are wasted in 
the long run. 

Miniature rooms, or pictures of them, will get 
plenty of attention from young and old couples. 
Everyone has his dream room. 

A chair or two and a counter top invite the trade 
to rest their heels and look at color ideas at leisure. 

Most such color material is available from sup- 
pliers on request. You’ll seldom hear of dealers be- 
ing criticized because they use too many color-chip 
booklets, or wear out mix-’n’-match room visualizer 
volumes. Even where there is a charge for these 
sales aids, it would be money well invested. 

In many hardware stores on a busy day, customers 
get discouraged trying to find the booklets and 
swatches on color. They should be readily available. 

The new color dispensing machines are a natural 
lure for traffic, for few customers fully understand 
them. Most customers are quite curious about things 
they don’t understand. 

A sign that bids shoppers “Ask about our new 
color-match service,” or “Ever see paint mixed elec- 
tronically?” is bound to make the curious speak up. 

Color treated items, such as a cinder block painted 
to resist water and immersed in a tub of water to 





Why not... 
Make full use of selling aids? 


(Continued) 


prove there’s no absorbency, draws customers for 
a closer look. Protection against rust can be simi- 
larly shown. 

Its easy to demonstrate visually how black painted 
surfaces draw the sun’s heat, and how silver or 
white paint bounce away the heat. 

There’s virtually no limit on the display pieces 
you can rig up to stop traffic. The “before” and 
“after” theme can scarcely be overdone. 


How about something for nothing? .. . 


A free wooden mixing stick, or a cloth painter’s 
cap, or a yardstick can be bought so cheaply that 
they may be given away with purchases of a certain 
minimum amount. 

To sell quality brushes, rollers, and painters’ tools, 
mount a sign that doesn’t beat around the bush: 

“Sure, they cost a little more, but it takes no 
longer to do a quality job than a bad one with good 
equipment that will last and last.” 


Demonstration: best clincher of all... 


A customer who is shown how to handle a brush 
or roller properly, or how to apply a new kind of 
paint, is going to be a satisfied customer. 

For example, it takes the simplest of demonstra- 
tions to show the trade how to get professional re- 
sults with aerosol paints. Lacking this, a customer 
can create a real mess. Generally he blames you 
for his results, good or bad. 

Sash brushes give good results on sash. A wall 
brush can’t. Show ’em how to do it. 

How to clean and care for paint brushes and 
rollers? 

Most customers really don’t know, and you do 
know how simple it is. Why not tell em and make a 
friend and repeat customer? 

Treating outside surfaces for new and expensive 
repainting: There aren’t many “secrets,” and you 
know most of them. Careful guidance here will get 
you the next sale as well as one today. 

Why ... how to mask? 

Why ... when to prime? 

Why ... when to use shellac instead of varnish? 

Every new customer has a new problem. 

It isn’t enough to remind them to read instruc- 
tions. Showing the simple tricks of a professional 
craftsman takes just minutes. It gives a customer 
confidence in you because he’s bound to get better 
results at home. 

Painting, and paint buying, is endless for the 
homeowner. He is a repeat customer of the highest 
value to every hardware dealer because he is never 
really through painting. 

Paint is not the whole story, for new painting 
means new lighting, new trims, new drapery hard- 
ware, new canister sets, and new appliances. Sale 
of a gallon of paint can trigger a chain reaction of 
great magnitude in your store. 





GROWING 


GROWING 
GROWING 


the 


BOOM 
in AEROSOLS 


An infant industry 10 years ago, 





aerosol packaged paints are a big 
profitable specialty now. But the 
surface has only been scratched. 
Here are the details. 


Exciting things have been happening in the paint 
industry in recent years. Paint makers have come 
alive with new developments that have already 
changed the face of the industry. Result: An op- 
portunity for increased paint sales. 

High on the list of these market creating develop- 
ments are the aerosols—the packaged spray paints. 

Growth of this product has been so rapid that 
almost half of the people who now use spray paints 
have only known about them for from 1 to 3 years. 
Another 30 percent have known about them for less 
than one year. 


(Continued on page 106) 
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For more pain 


There’s extra profit for dealers who... 


Keep a tight stock control 


As a year ’round section, paint is your fastest turning stock. 


And no department brings in more store-wide traffic. Stock 


control is the only way to curb outs that cause new trade to 


look elsewhere. 


Why should you bother with stock control? 
Stock control has three purposes. In the manage- 
ment of a paint department these three have more 


importance than in any section of your store. Stock 
control: 


(1) Signals low stock before they become outs. 
(2) Spotlights high stocks for re-evaluation. 


(3) Gives a running record of trends as a guide to 
future merchandising. 


Why are these reasons so important in paint man- 
agement? 

Ask yourself, “What one department is the steadiest 
day-to-day sales and traffic producer .. . all through 
the year?” 

Most dealers admit that the answer would be paint. 
Of course, there are peak seasons, such as lawn and 
garden time, when other lines perk up and put paint 
in a secondary position. But viewed on a year-round 
scale, paint is the steadiest sales and traffic producer. 

With heavy daily sales activity, no dealer can per- 
mit lows to become outs, and outs to cost him dearly 
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in the sale itself ... the many tie-ins . . . and the 
possible loss of a customer who may never come back. 

A customer who runs out of paint in the middle of 
a job does not want excuses. He wants more paint 
right now. 

Conversely, few dealers can afford to tie-up capital 
by letting overstocks mount. Such dollars ruin open- 
to-buy for fast-turn items. Ten dollars idle on a shelf, 
in slow selling paint, can represent up to $40 in sales 
and $15 in profit if better invested over a year’s time. 

Yet, apparent urgent need and modern methods not- 
withstanding, many dealers still are buying paint 
from memory. 

Many dealers still think that they know what they 
need in every type and size and color of paint, and 
paint sundries, when the suppliers’ salesman calls. 

Many dealers will not permit the supplier’s salesman 
to count stock and write an order. These dealers are 
running their stores single-handedly, and are proud 
of their independence. 

But they are bound to be losing money, because it 
is a rare dealer who knows his needs at any given 
moment for a diverse department such as paint and 
sundries. 


Luck should have no place in modern management. 





It died with the birth of the discounter and chain 
competitor. 

Of those dealers who admittedly “fly by the seat of 
their pants” on stock control, many honestly wish 
they could swing over to more efficient methods. 
These dealers have not made the move because they 
look on stock control with foreboding. They think of 
it as costly and time consuming to install. And they 
feel it is a real chore to maintain accurately. 

This is true of some stock control systems, par- 
ticularly the types used by certain big department 
stores and chains. 

The kind of control needed in the average hardware 
store bears little resemblence to such tedious systems. 

Your store can get by nicely with a max-min bin 
labeling plan, skipping bookwork altogether. Or you 
can install one of a couple of systems designed by 
HARDWARE AGE that do require bookkeeping. This 
bookkeeping is minimal, and there is time for it in 
most stores. 


Aids in counting stock 


At the least, dealers should use an efficient system 
of want cards as a danger signal for lows before they 
become outs. 

All such material is available from the Reader Ser- 
vice Department of HARDWARE AGE. 

In addition, HA offers a markdown book, which is 
a necessary adjunct to any good stock control plan. 
When you watch stock movement, you are bound to 
come up with overstocks and dogs. These may require 
markdowns to bring them down to normal levels. Such 
markdowns have many values, tax and otherwise, if 
they are recorded in an organized fashion. 

You will find illustrations of HA’s stock control 
aids on these pages. If you don’t wish to make a firm 
decision about a system right away, or if you want 
to have your printer duplicate HA’s forms, write for 
samples. They are yours for the asking. 

Stock control can bring you peace of mind and a 
sense of direction that may have been completely 
lacking. This, and the big extra profits that go with 
having the reputation for being an in-stock store. 

Put yourself in your customers’ shoes for a mo- 
ment. How long would you tolerate a store that only 
can fill parts of your order? In any paint-up project, 
many items are needed. And all are needed at about 
the same time. 

What good is a 2%-in. brush and a quart of 
thinner if the store is out of white enamel? 

There are certain items on your shelves—hbasic staple 
stocks—that every customer expects to find handy 
whenever he shops. Such items usually account for 
far more than half of your sales in paint or any 
other line. Yet, they almost always represent far 
less than half of your assortment in a given line. 

Here is where stock control is vital. 

To be out of quarts or gallons of white enamel is 


unforgiveable in the customer’s mind. 

Sure, you can say “We’re out of artists’ brushes or 
gold trim paint.” But you cannot hold new trade if 
you get to be known as a dealer with frequent outs in 
staples. Such a reputation is easy to get and difficult 
to lose. 

This is why you see “New Management” signs in 
the windows of old businesses that have gone duwn 
the drain. New owners are anxious to dispel firmly 
rooted feelings that may go far back in the past. 

Stock control gives you a firm base for future 
planning. Any kind of records that show the rate of 
movement of an item or line give invaluable data for 
purchasing and merchandising on a _ season-match- 
season basis. Absence of such records means guess- 
work and possible error, and kills the chances of buy- 
ing basic staples on favorable future orders with any 
degree of accuracy. 

Most stock control plans are based upon a maximum- 
minimum theory. 

That is, all inventory figures turned in for reorder 
consideration are weighed against a “‘what’s the most 
I need—what’s the least I can get by with?” kind 
of thinking. 

The base period of time that tempers this thinking 
is (1) the amount of time between reorders and, (2) 
the time it takes for deliveries. 

For example, you sell quarts of porch-deck enamel 


Dealers have found that pull out shelves save time 
and trouble in stock control. 
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Keep a tight stock control 


(Continued ) 


at a rate of 10 a week in a given season. If you 
count stock just once a month, you’ll need 4% weeks’ 
supply. Add to this another week for time lapsed be- 
tween stock count, reorder, and delivery from sup- 
plier. 

Thus you will need 51%4 weeks’ supply to avoid be- 
ing out before the next delivery. This means you 
want your stock to average 48 to 60 quarts on a 
monthly reorder basis. If you order more frequently, 
that figure drops accordingly. 

Your low (danger) point in this illustration should 
always be that amount of stock which covers sales in 
the time it takes to pick up the phone, reorder, and 
have delivery. 

In this case, the low point is about 10 qt. So your 
max-min figures for stock control would be 48-60 max 
—10 qt minimum. 

No stock control plan has much meaning unless 
realistic max-min figures are used as basis for re- 
ordering or discontinuing items. 

Keeping maximum and minimum figures in line 
means constant awareness and realignment. If you 
line up white enamel in quarts on a 60-10 max-min 
basis, you may find these limits are fine for May and 
June, but too high for the mid-Summer months. 

Or, they fall short of your needs in the Fall. No 
max-min figures are ever static. They merely repre- 
sent an evaluation of what is sufficient currently. 


Steps in getting started 


Study the several forms illustrated on the opposite 
page. They range from daily Pocket Want Cards and 
visual controls to more formal systems. 

Decide what items in your paint section, or any 
section needing stock control, are basic staples and 
worthy of being put on control. This will guide you 
in deciding the number of forms you’ll need. 

Order your forms from HARDWARE AGE or have your 
printer duplicate them for you. 

When forms arrive, study instructions for their 
uses carefully. Put the forms in use gradually, using 
them on most important staples first. 

You will find it takes very little time to make out 
the forms and start to use them. And here is where 
you must consider timing. 

Before any type of control can be used, the max- 
min figures must be established. Any item worth its 
salt should be counted for reorder at least once a 
month. 

In a fast turnover line such as paint, basic staples 
ought to be counted and reordered every other week 
on department level. Fill-ins will be needed on spot 
items, even with this frequency. 

Some dealers use a week to 10 days as basic reorder 
period for paint in peak seasons. 

With time in mind, max-min figures are entered in 
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stock control, be they book-bound sheets or sticky-back 
bin labels. 

Next, you must establish controls. That is, one per- 
son will have to be put on a timetable to be sure 
that re-counting and reordering follows the systems 
you have in mind. 

Many dealers post counting dates for stock on a 
bulletin board, to curb slip-ups by stock counters. 

Many dealers have their help work on stock count- 
ing for the first half hour or so each day, when things 
are at their slowest. This way, a good portion of each 
department is done a day at a time, and it seems a 
simpler task to those who do the counting. 

Unless some sort of timetable is set up, reorders will 
be irregular, and max-min figures worthless. Once 
the time element is lost, the whole basis of stock con- 
trol in any form is seriously weakened. 


You benefit five ways 


There is no magic about knowing what you have 
and what you need. As in all good things, there is 
some work, and a little expense involved. But the re- 
ward for your investment in time and trouble in get- 
ting started and maintaining a sensible control plan 
in your store is enormous. 


First, outs will become infrequent. Sales will pros- 
per accordingly. 


Second, overstocks and dogs will be more quickly 
noticeable. You may be able to swap goods instead of 
taking markdowns. 


Third, you will have a better working knowledge 
about the whole department when it’s time to make 
plans for buying and promoting next year. 


Fourth, you’ll be able to pinpoint best sellers and 
spot developing trends faster. 


Fifth, you will be able to delegate authority for re- 
ordering. 


Sixth, you’ll have formal records of performance 
that will help in figuring your net worth and income 
tax reports. 


Last, you will have new peace of mind. For you 
will have removed luck from management and replaced 
it with skill based upon accurate stock counting. 

A few dollars worth of stock control aids and the 
time it takes to implement them is but a tiny invest- 
ment when viewed in terms of potential. 

That potential is: More sales and profit through re- 
ducing outs, and more capital to buy through curbing 
overstocks. 





Remove stock contro! guesswork with these aids 


Stock Control Sheets 








Lead sheets and counting sheets, 


Seasonal Profit Planners 
A maximum-minimum stock con- 
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used in pairs. Lead sheets hold 
all data, counting sheets hold front 
and back-stock counts for one year 
on 28 items. HA Forms 4 (lead 

sheet) and 5 (counting sheet), 50 ges ase ssscaes-sse7 Pra 1117, 
sets, $1.25. 200 sets, $4.50. Peetereeiei = Loom LM 


trol keyed to seasonal lines, but 
usable year-round. Full control 
for 15 items on one sheet for up 
to one full year. HA Form No. 6, 
50 sheets, $1. 200 sheets, $3.50. 

















—_ 


| | Markdown Books 


si phe A book of 50 sheets is more 
than ample for all of your 
markdowns for a full year. Am- 
ple records for taxes and other 
purposes. Also may be used 
for markup records. HA Form 


No. 12, $1 per book. 


Pocket Want Cards 

You'll know what’s needed when | ==<2s=== ———S 
clerks make daily lists of lows and | oe con eee 
outs for reorder reminders. Pocket 
sized, they’re handier than central 
want books. HA Form No. 1, 90 
cards for $1. 600 cards $5. 























Vizu-Control Sticky Labels 


Sticks to bins, merchandise, any- 
thing in your store. Visual reorder- 
ing with max-min figures possible 
in seconds. Sticky yet removable 
for three years. HA Form No. 17, 
400 labels, $2.90. 1000 labels, 
$6.50. 

















Dealer order coupon 


Please send me: 
Pocket Want Cards: 90 @ $1 or 600 @ $5 | 
Seasonal Profit Planners: 50 sheets @ $1 or 200 sheets 
<3. 

Stock Control Sheets: 
$4.50 

Markdown Book: 1 @ $1 | 
Vizu-Control Labels: 400 @ $2.90 


50 sets $1.25 or 


200 sets 


or 1000 @ $6.50 


Make check or money order payable to “HA Reader Service Dept.’’ Mail to Hardware Age, Chestnut & 56th 
Sts., Philadelphia, 39. 
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For more pain 





You'll get repeat customers when you... 


Offer extra services 


Why do customers keep coming back to your store 
for all their painting needs? Is it because of the 
prices you charge, or the brands you sell, or the loca- 
tion of the store? 

These may be factors contributing to repeat busi- 
ness, but it is more likely that the clinching factor 
was that these customers had a feeling of satisfaction 
about shopping your store. A feeling of knowing 
they'll get more than just the items they came to buy. 

They most likely feel they’ll get friendly and willing 
advice on how to handle a painting job, or a service 
that will shorten their working time or aid them in 
getting a job done, and done well. 


Personal attention 
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A breakdown of your paint sales volume will not 
show how much these customers spend in your paint 
department as a result of the services you provide. 
You can be sure that a significant amount of your 
paint volume is accountable to these services. 

The degree or amount of return, of course, depends 
on the degree or amount of services you offer. 

Your paint section, perhaps more so than any de- 
partment within your store, provides you with many 
opportunities to offer sales-building services. 

Some of these you can offer free. They’ll cost you 
nothing but a little of your time. There are others 


On-the-spot estimating 
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Product or color preparation 


such as on-the-spot estimating and deliveries for which 
you can make a slight charge. 

If you operate a tool rental department, you have 
an added opportunity to offer the right tool so your 


customers can do their paint jobs easier. Cire you in a hurry . 

Even little services like helping a customer select a Those who wish lo serve themselves 
the proper paint brush, shaking the paint, helping with : | | 
color selection, and in-store signs that save customers : FEEL FREE TO DO SO 
time in locating merchandise, all add up to building Please group your purchases 


a solid relationship between you and your customers together on wrapping counter 
which will bring them back to your store time after WHEN You ane FimsHeo Ash @ CLERK TO CHECK YoU eer 


time. GY you cannot find what you need ash for help — | 





These pictures show a few of the customer’s services 
at work. Little or big, a service can mean the difference 
between a one-time customer and a repeat customer. 
These services cost you little or nothing in compari- 
son to the extra profits they bring. 


Home delivery 
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For more pau 


To get more traffie ... 


Use a planned ad a - 
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Advertising can draw lots of traffic if it is well | 
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planned. Here are ideas you can use in your paint secti 


What’s the difference between advertising and 
merchandising? 

Answer: Advertising is the art of pulling customers 
toward a product. Merchandising is the art of pushing 
a product to the customer. 

Merchandising efforts are often wasted without 
some traffic pulling power to back them up. 

There is one proven way to get traffic into your 
store—advertise. You must let people know you are 
around. Use a planned program to do it. 

Customers patronize a store for two reasons: 


(1) They like the dealer. 
(2) The store is conveniently located. 


There is a big paint market still untapped in most 
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communities. Homeowners, apartment dwellers, teen- 
agers, commercial enterprises, manufacturers, con- 
tractors, municipal departments, institutions, are ail 
potential customers for paint sales. They’ll buy from 
the dealer who pulls them toward his products with 
advertising. They’ll come back if they like him. 


Doing a good advertising job depends a great deal 
on your attitude toward it. Look at it this way: 
Advertising is an investment to produce a profit, not 
an item of cost. 


If you plan your budget with an eye to sales results, 
you have a good chance to get results. If your atten- 
tion is focused on costs, you may misfire and waste 
the money you have invested. 





How much should you spend to advertise your paint 
department? 

A lot depends on your particular market situation. 
Generally, about 3 percent of paint and sundries sales 
should be allotted to advertising. You may find that 
a higher allotment is worthwhile in your market area, 
especially if you are just getting started in paint or 
if you want to revive a section that has run down. 

Experts recommend that dealers use direct mail 
as the first step in developing an effective ad program. 
They have a point. A store’s business is local in nature 
and since direct mail has no waste circulation ad- 
vertising dollars are all directed at prospective custo- 
mers. 

Direct mail has no waste circulation, if the mailing 
list is accurate. Also, this form of advertising provides 
you with a way to study customer reaction to specific 
products and ad approaches. 

All of your planning should revolve around three 
types of customers: 

(1) Present customers. 

(2) Past customers. 

(3) New customers. 


Study your present customers first, then move on 
to your other markets. 

Because about 70 percent of a well established 
dealer’s volume comes from present customers you 
won’t find a better testing ground for your advertising 
efforts. 

Your first step in direct mail could be a personal 


. ee 


You don’t have to be an artist to lay out ads. Just 
rough out your campaign and the printer will help you 
get the finished job out. 


OOLS PIPE & FITTINGS 


Gus’s Hardware, Tarzana, Calif. 


The side of your building or some other structure can 
serve as a good outdoor sign area. 


letter to your regular customers. You can have such 
letters typed or reproduced in some other way. Beware 
of permitting a cheap looking letter reach your custo- 
mers. The impression is important. 


Elements of a good direct mail program are: 


(1) Identify your markets (three types of custo- 
mers). 


(2) Build a reliable mailing list. 

(3) Determine products to be advertised. 
(4) Establish copy style. 

(5) Include an offer in each ad. 

(6) Appeal for action. 


Once you have done a job with direct mail advertis- 
ing you are ready to move on to other forms of ad- 
vertising. 

Your suppliers provide a wealth of material for 
building an effective advertising program with direct 
mail pieces and other media. This help is available 
free, or at nominal cost. Take advantage of it because 
it ties you in with a broad program national in scope. 
Most important it identifies your store with brand 
names. 

In recent years co-operative advertising programs 
have been expanding, and more manufacturers are 
offering them. 

No matter how much of this material is available 
it can’t give your store a personality, or an image 
as paint headquarters. You must add your own per- 
sonal touch to ads. For instance, try to include names 
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To get more traffic use a planned ad program 
(Continued) 


of your paint salesmen, and lists of your paint section 
services in all of your paint advertising. 


There are certain general points to watch in all 
types of advertising, especially when you are prepar- 
ing the material yourself. 

Get action into your ads. You can get animation by 
showing a person demonstrating the featured quality 
of the product like “easy-to-use” or “lightweight.” 


Color looms more important every day as a selling 
point in most merchandise. One big function of paint 
is to create color. Make your paint ads colorful. Base 
them on color trends. For instance, women’s fashions 
are currently going strong to purple or mauve colors. 
Many dealers have reported that there have been a 
large number of requests for this family of colors in 
paint. Investigate this. People are buying home de- 
coration when they shop for color, not paint. Cater 
to this appeal in your ads and in your merchandising. 


Timing of ads is important. Although paint has 
become less seasonal because of odorless paints, and 
other features there is still a right time and a wrong 
time to promote the various types. 

Most outside work is still done in the Spring and 
Summer months. Advertise these paints from early 
Spring until Fall. 


Stress convenience in your ads. One convenience 
for your customer is the nearness of your store and 
its parking facilities. Let customers know about your 
credit program—another convenience. 


Take advantage of every opportunity to run special 
promotions. A grand reopening after remodeling, store 
anniversary, Spring clearance, and so on, are good 
ways to stir up excitement. 


The annual Clean Up-Paint Up-Fix Up Week is an 
opportune time to open your store wide as paint head- 
quarters. Hop on the band wagon and take advantage 
of such community efforts. It’s good public relations 
also. 

You might also consider joining with stores of other 
types in a cooperative ad effort. Shopping centers 
lend themselves to this type of activity. 


Advertising and promotion are a mighty important 
part of any dealer’s business image. But, don’t judge 
its effectiveness by traceable returns. Such measures 
mean little when you consider the overall effect. 
Advertising is like building a skyscraper. You lay a 
brick at a time, and for a long while it doesn’t look 
like much. But, when all the bricks are in place you’ve 
got an imposing, solid structure. 


Your business can be solid and an influence in your 
community if you build it brick by brick on a solid 
foundation. 
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Here’s what you can do if you 
are up against deceptive 
marketing practices 


Here’s what you can do if you have 

evidences of misleading advertising and 
sales practices in your marketing area: 
(1) Gather newspaper ads, direct mail 
pieces and any other evidence of false 
advertising claims. 
(2) Go to your Better Business Bureau 
with this material and present your case. 
(3) Go to your local newspaper editor 
and also present your case supporting it 
with facts to show him how such adver- 
tising affects his readers and legitimate 
businessmen. 

You can get more details on how to 
police paint selling methods in your area 
by writing to the Joint Paint Industry 
Coordinating Committee, 1500 Rhode 
Island Ave., N. W., Washington 5, D. C. 


fe 








y 
How to advertise your prices 


On the opposite page is a guide for 
advertising of prices, distributed by the 
Association of Better Business Bureaus. 
The guide is the rules established by 
the Federal Trade Commission. 

You can mount this guide at your 
cash register or wrap counter to show 
your customers your ground rules for 
advertised prices. 

The BBB included the following state- 
ment in distributing this guide: 

Principles and recommendations ap- 
ply to all forms of advertising (news- 
paper, radio-TV, tags, labels, signs, etc.) 
and to all types of offerings of goods 
inciuding regular stocks, special stocks, 
distress goods, surplus lots, bankrupt 
stocks, fire stocks, etc. Recommenda- 
tions apply to terms of same or similar 
meaning. Terms, phrases, and pricing 
claims may be affected or determined 
by other words or parts or by the entire 
context of an advertisement. However 
made, or when used in any other man- 
ner, or with different meanings, pricing 
claims should not be ambiguous or mis- 
leading, but truthful and adequately ex- 
plained. Any of the terms herein des- 
cribed may be used with different mean- 
ings provided they are properly qualified 
or the advertising clearly indicates that 
meaning. 
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COMPARATIVE PRICES—SAVINGS CLAIMS 


Based on “Guides Against Deceptive Pricing” 


General Principles 


. Advertisements must be considered in their entirety and 
as they would be read by those to whom they appeal. 


. Advertisements as a whole may be completely mislead- 
ing although every sentence separately considered is 
literally true. This may be because things are omitted 
that should be said, or because advertisements are com- 
posed or purposely printed in such way as to mislead. 


. Advertisements are not intended to be carefully dissected 
with a dictionary at hand, but rather to produce an im- 
pression upon prospective purchasers. 


Whether or not the advertiser knows the representations 
to be false, the deception of purchasers and the diversion 
of trade from competitors is the same. 


3. A deliberate effort to deceive is not necessary to make 


out a case of using unfair methods of competition or 
unfair or deceptive acts or practices within the prohibi- 
tion of the statute. 


. Laws are made to protect the trusting as well as the 


suspicious. 


. Pricing representations, however made, which are am- 


biguous will be read favorably to the accomplishment 
of the purpose of the Federal Trade Commission Act, as 
amended, which is to prevent the making of claims 
which have the tendency and capacity to mislead. 


FTC GUIDES 


(Condensed ) 


(Apply to words, phrases, price figures, symbols, fractions, percentages or otherwise) 


I, SAVINGS CLAIMS 


Comparative prices or savings claims should refer 
to— 


A. the same specific article, and 
B. to the usual, customary retail price in your area, 
or 


. to your usual, customary retail price in recent, 
regular course of business, and 


. the advertising should clearly show whether B 
or 
(SEE III) 
- LIMITATIONS 


No comparative price or savings claim based on— 
A. artificial mark-up, 
B. infrequent or isolated sales; 


C. nor upon an old price (preceding last price in 
recent, regular business) unless this is clearly and 
adequately disclosed, 


COMPARABLE, SIMILAR GOODS 


Selling price may be compared with price of simi- 
lar and comparable merchandise currently offered, 
provided— 


A. — it is clearly, adequately disclosed that compari- 
son is based not on the same goods but on 
similar and comparable goods, and 


B. —goods compared are at least of like grade and 
quality in all material respects, and 


C. —the similar and comparable goods are gener- 
ally available in the area at the price stated— 
or if not so available, that fact is clearly dis- 
closed. * 


SPECIAL SALES, ETC. 


No savings claim, because of some unusual event or 
manner of business, etc., in relation to usual custom- 
ary price in area or by advertiser, unless true. 


TWO FOR ONE SALES, ETC. 


“Two for one” means sale price for two is your us- 


ual, customary price for one in recent regular course 
of business. (If you had not previously sold the ar- 
ticle, two for one must be based on usual, customary 
price in the area.) 


Y% PRICE—le SALE, CONDITIONED 
ON PURCHASE OF ADDITIONAL GOODS 


No such offering, unless 


A. —terms and conditions conspicuously disclosed 
in immediate conjunction with the offer, and 


B. —saving is true and based on your usual, cus- 
tomary price in recent, regular course of busi- 
ness, and 

C. —price charged for additional goods is ycur 
usual, customary price in recent, regular course 
of business. 


(If you had not previously sold the goods, the offer 
must be based on usual, customary price in the area.) 


» FACTORY OR WHOLESALE PRICES, ETC. 


”? 646 


No claim of “factory price, 


wholesale price,” etc., 
unless 
A. —it is same price at which retailers buy, and 


B. —represents saving from usual, customary retail 
price in the area and current unless otherwise 
disclosed. 


“PRE-TICKETING” 


No pre-ticketing, or use, or promotion of pre-ticketing 
(by ticket, tag, label, placard or otherwise), with 
a price higher than the usual, customary price for 
the article in the area. 


. IMPERFECT, IRREGULAR, SECONDS 
Comparative price must 


—clearly, conspicuously show it refers to article i/ 
perfect, and 


—refer to usual, customary price by you or in the 
area (or if not so available, so disclose). 


(Note: Pricing practices on FURS governed prima- 
rily by regulations under Fur Products Labeling Act.) 
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POINT 


For more pain fits 


Make displays more effective .. . 


for more traffic and sales 


What’s the secret to good display? How can you get 


a strong image as paint headquarters? Here’s how. 


Grouping is the key to effective paint and sun- 
dries display. Good display is basic to a strong image 
as paint headquarters. 

If you are having trouble keeping paint and sun- 
dries displays in order you have plenty of company. 
Many dealers have found that these displays get 
scattered all over the store and their impact is 
lost. Whereas, if these displays were grouped to- 
gether, the paint department would give a clearly 
defined impression as an amply stocked paint head- 
quarters. 

The store manager most pressed for space is likely 
to be the one most guilty of putting a display just 
any place, temporarily, and then allowing that loca- 
tion to be a permanent one. 

One way to group your paint merchandise together 
is with a specially designed fixture. Such a fixture 
was designed by James Kiley and has been used ex- 
tensively in New England stores. It combines paint 
and sundries and you can built it yourself. Briefly, 
it is set up like this: 

The fixture is a floor to ceiling unit designed to 
intermix paints and sundries. The lightest sizes 
of paints are at the top and the largest go at the 
base. Sundries are arranged between sizes of paint 
most applicable to their use. For instance, flat wall 
paint will have plaster patch, crack filler, large 
brushes, etc., at counter level between can sizes. 

The entire unit is made up of 30-in. sections, of 


98 ¢ HARDWARE AGE, April 6, 1961 


3%, in. plywood. You can install six sections in 15 
running feet. 

A six unit paint section will hold about 360 gallons, 
216 quarts, 240 pints and 204 half-pint cans of 
paint. It also holds a few hundred dollars worth of 
sundries. 

In other words, you can stock an inventory of 
about $3000 in paint and sundries within 37% sq ft 
of floor space. 

It isn’t too hard to come up with a compact fix- 
ture to help you solve the scattered display prob- 
lem. Cost is surprisingly low whether you take on 
the job itself or get outside help. Chances are, your 
wholesaler offers a fixture layout service. 

Here are just a few basic rules for good arrange- 
ment of merchandise in your display efforts through- 
out the store. 

Don’t overclutter. The best displays are spacious 
and give each line enough space to be noticed and 
handled. 

Live demonstrations help dramatize displays. Use 
them wherever possible. 

Good signs give each display a focal point. Use 
carefully drawn signs to highlight key items. 

Have a basic theme in each of your displays, 
especially in windows. 

Extra effort in building window displays means 
extra traffic and more sales. Everyone who looks 
into your window is a prospective customer. 





Keep your windows and your paint department 
seasonal in merchandise and also in theme. Examples 
of themes are: 

Winter—Devote some window space to a “Brighten 
your rooms” theme. The paint department can fea- 
ture interior decorating ideas and merchandise for 
the job. 

Spring—Plug the Clean Up-Paint Up-Fix Up theme. 
Merchandise for inside and outside painting is 
needed. 

Summer—An outside maintenance and repair ap- 
proach for homeowners is the idea for summer. 

Fall—Sell the idea of “Brighten up your home for 
the holidays” and “get ready for a long winter, pro- 
tect your fences, etc.” 

In certain seasons other merchandise will take 
precedence over paint in window displays. However, 
you will find that paint will tie-in with just about 
every line you are promoting. Give some window 
space to paint all year ’round. 

Don’t overlook the impact of paint specials. A 
big stack of cans of outside white near the front 
door in season will jar customers into action. A 
sale urging them to paint now is a proven traffic 
getter. 

Frequent change in display is important. Look 
around your sales floor. How many of your displays 
have been in the same place or have looked the same 
for more than a month or two? If there have been 


Bal-Way Hardware, Seattle, Wash. 
Specia! sales on outside paints, jars customers into buy- 


ing now. Stacks of cans near the front door adds impact 
to your sale. 


Window displays are important. Extra effort in building 
them means more traffic and sales because everyone who 
looks into your window is a prospect. 
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Stic ase 9, BRB 
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Make displays more effective 
(Continued ) 


- 


some undisturbed for longer, you will have to look 
harder to notice them; so will your customers. Cus- 
tomers get used to seeing something in the same place 
in the same way for very long and tend not to see 
it at all after a while. The secret is to break the 
pattern. Change gets attention. 

Customers will often comment, “I didn’t know you 
had that product” just after a dealer has moved it 
or rearranged the display. 

You can get the effect of change without pushing 
everything around. Try painting the sundries sec- 
tion a different color. Rearrange the brushes into 





One secret of an effective display 
is grouping of sundries in one area. 
This island concentrates all paint 
sundries close to the paint service 
counter. 


Nolan's Hardware, Springfield, Pa. 
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a different pattern. Put a different item or two next 
to the cash register as sales drop off on others al- 
ready there. Make up different combinations of 
sundries on the same shelves. 

All of these changes, though slight, get customers 
to refocus on your merchandise and often they will 
suddenly see something they had been overlooking 
right along. 

There are many ways to make your displays more 
effective. Most of these methods are simple and in- 
volve no expense. Display is the heart of your mer- 
chandising effort. Don’t neglect it. 


An orderly and clean 
paint department marks a 
hardware store as paint 
headquarters. This paint 
section is next to a store 
entrance for added im- 
pact. 


Frontier Hardware, 
Scottsdale, Ariz. 
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BRUSHES 


What's your Paint Display Quotient? 


Does your paint department look like paint headquarters? Here 


is a check list you can use to rate your paint display quotient. 


Do you have related items grouped to- 
gether? 


Do you have a color selection center? 


Do you promote new or featured mer- 
chandise in special display areas? 


Do you have a paint service counter? 


Do you feature sundries on your service 
counter? 


is the service counter cluttered? 


Can customers see the entire paint de- 
partment from-your paint service counter? 


Can customers pass each other easily in 
the aisles of your paint section? 


Is your paint department dimly lighted? 


Do you use “‘before and after’’ examples? 
(like a rusty patio chair half painted with 
rust resistant paint) 


CJ 


Do you display examples of home decor- 
ating ideas and do-it-yourself project 
suggestions? 


Do you display the actual product? 


Do you use display to show the depth and 
breadth of stock? 


Do you show samples and photographs of 
product results and benefits in displays? 


Does your display suggest uses for the 
product? 


Do you neglect to show other versions of 
the same product? 


Do you put prices on your merchandise in 
displays? 





This check list and art work are based on material prepared by Richard Z. 
Ward, Ashby+Associates Inc., Cleveland. 
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C=awways tomake 
your store 


Paint Headquarters 


Here are eight tested ideas to perk up your paint 
department. These are ideas to boost sales and to 
make your store paint headquarters. Some of the 
ideas you can use as is. Others you might want to 
change to make them fit your store’s situation. 

More ideas to help promote your paint section can 
be gotten by visiting other stores, talking to supplier 
salesmen, and reading HARDWARE AGE and other 
business magazines. 


» 
Painter is traffic builder 


Ben Bean Hardware, Seattle, Wash., put in a 
painter display to make customers feel more at home. 
Coveralls were stuffed with paper. Old shoes and 
gloves were added, along with a sign. The “painter” 
was placed on a ledge facing the display window. 
Passers-by began to blink, and customers began to 
comment about the display’s effectiveness. When the 
display was taken down, it was missed by so many 
customers that it was put up again. 


Create a color headquarters image 


A Pennsylvania dealer built a paint color selection 
room that replaced the store’s color bar. The change 
was made to give the paint section a fresh appearance 
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Ben Bean Hardware, Seattie, Wash. 





and to build the image of the store as a paint head- 
quarters. 

The addition was called the ‘Color Harmony Room,” 
and was furnished with decorating books and cabinets 
full of color charts. Soft radio music, and pictures on 
the walls gave the room a den effect. Customers were 
not interrupted by store traffic, and they welcomed 
the chance to relax while deciding on colors and 
decorating ideas. 

Shelves along the walls of the room contained mer- 
chandise from other departments of the store, stimu- 
lating tie-in sales. The cost of installation was smail, 
and display space was increased along the wall where 
the color bar had been. The shelves in the color selec- 
tion room also provided more display space than the 
gondola which previously occupied the floor area. 


Tie-.n paint with other departments 


You can increase paint and sundries sales by dis- 
playing paint and sundries in other departments of 
your store. 

For example: Place paint and sundry items with 
lawn and garden furniture. Include a few cans of 
paint, brushes, scrapers and abrasives to stimulate 
your customers’ thinking about repainting their old 
furniture this spring. 

The idea may bring inquiries on exterior paints for 
the home, sundeck, garage and fences. 


Picture framing builds traffic 


Picture framing service will help pull traffic for a 
paint department. 

A western dealer draws customers’ attention to the 
picture framing service by a selection of frame mold- 
ings suspended from hooks at the rear of the store. 
Some of the frames are finished, while others are not, 
promoting the idea of paint-it-yourself. 

When customers inquire about the framing service, 
the conversation often drifts into the subject of 
decorating and interior painting. The dealer can then 
talk paint. He stimulates his customers’ interest in 
decorating by offering color chips, paint charts, and 
ideas on interior decoration. 


How store decorations sell paint 


You can give your store an ever-changing look and 
keep the paint idea in customers’ minds by painting 
your store interior a section at a time instead of 
doing the whole job in one operation. It also helps sell 
customers the idea that your store is constantly being 
improved. 


Supplement your window display 


You can increase the effectiveness of your closed 
window by displaying paint just inside the store 
entrance. 

Fill a gondola with paint, accessories, or new items 
that you wish to introduce. It serves as a second paint 
reminder for customers entering or leaving the store. 

If your store has an open window, and your paint 
department is in the rear, an assortment of paint and 
sundry items displayed up front will attract attention 
of passers-by. 


Kellogg Hardware, Golden, Colo. 
a 


Work gloves: Basic paint tie-in 


A price and style selection of work gloves will in- 
crease sales in your paint department. Few items have 
more natural tie-in value than gloves to protect the 
hands of white collar workers who are weekend paint- 
ers. AS more women take up home decorating, the 
sale of gloves in your paint department will increase. 


Color panels boost paint sales 


A Denver dealer increased his paint sales by con- 
structing color panels that illustrated different finishes 
on materials of varying texture. 

Nineteen 10 x 20 in. panels made of plain wood, 
plywood, wallboard and other building materials were 
finished with flat paint, enamel, varnish, stains and 
shellac. Some panels were spray finished to show 
variations in application. The multi-color display was 
placed above his paint shelving where it could be seen 
throughout the store. 

The panels serve to answer most customers’ paint 
questions by simply pointing to the appropriate panel. 
They also brighten the paint section’s appearance 
and promote inquiries. 
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POIN 


For more pa fits 


Sundries may be the sleeper area in your paint section. How long 
has it been since you took a good, hard look at your sundries 


lines? Here is a three-part plan to make... 


A bigger profit in sundries 


Sundries may be the sleeper area in your paint section. To find out, you can 
answer these two questions. For every sale of paint amounting to $1, do you 
sell at least 75 cents worth of sundries? Have you taken a good, hard look 
recently at your sundries—the items stocked, where you display them, how 
much sales effort you put into them? 

If you give yourself one “No” answer this may be the time to take that good, 
hard look. The result may be an improvement in sundries sales and profits, 
plus the added benefit of more traffic in your paint section. 


Too many dealers have been emphasizing promotional lines of brushes and 
other painting tools instead of quality lines. Don’t cheapen your image. Put 
the spotlight on quality sundries and keep it there. 

Sundries, all too often, can be taken for granted, thus becoming a neglected 
area of the paint section. Sundries are needed on just about every paint job. 
Sometimes sundries are sold along with the paint, to complete the items needed 
for a job. Sometimes a customer has a good stock of sundries in his home work- 
shop, and needs a few fill-in or replacement items in starting a new job. In 
either case, the inquiry about sundries needs in selling paint becomes a routine 
question. If the customer goes along with the suggestion, often snap judgment 
dictates the recommendation on the quality of sundries suggested. Neglect 
creeps in during the sale, during the placing of orders, during the arrangement 
of products. That is when neglect begins to gnaw at volume and profits, and the 
potential in sundries dwindles away. 


Here are several key points to consider when you take that good, long, hard 
look at sundries: 


(1) Lines, are you stocking the right lines in the right price ranges? 
(2) Displays, are these maintained for effective selling? 
(3) Sales effort, is it directed at upgrading sales? 


The improvement in sales in sundries can come from two directions: more 
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merchandise moving out of your store; more sales of better grade products. 
The sale of better grade products—upgrading the sale—can benefit profits just 
as much as a growth in volume. 

Chances are the lines you handle just accumulated. When you started your 
paint section you realized that sundries were essential. Your initial stock con- 
sisted of items you thought were needed, and items suggested by your supplier 
salesmen. Then you added to your stock items that customers asked about, plus 
some items suggested by salesmen. 

Over the years you dropped some items, added others, and today’s list repre- 
sents a loose guess on your part what sundries are in demand in your store’s 
marketing area. 

Possibly you are stocking today a complete list of sundries, for your market. 
You will never know, though, until you take that good, hard look. 

The next time a supplier’s salesman comes in, with some time to spare, why 
not go over your complete inventory? This suggestion refers to the items 
stocked, not the quantity. 

Also, for the next few months pay special attention to sundries requested by 
customers. Keep a record in your want book, then check over the quantity of 
requests as to whether that item should be stocked. 

A periodic review of items is always in order. This is especially the case in 
sundries. Many new, and improved items are coming on the market constantly. 
Follow ups on items published in the business magazines, such as the Buying 
Check List in HARDWARE AGE, and on suggestions by supplier salesmen help 
you keep posted. But in the press of day-to-day ordering some items may be 
overlooked. You can pick up these lapses with a periodic check of your merchan- 
dise, to bring your inventory up to date. 


Are you making the most of impulse display possibilities? 


Where you display sundries influences sales. The natural location is along 
with paint. But what about other locations—have you neglected these, and lost 
impulse sales? 

Change is a great factor in boosting sales. Customers get accustomed to 
seeing a display. When that happens they don’t see. In other words, they get 
used to seeing your sundries on display along side your paint until the display 
fails to register with them. Many hardware dealers report customer comments 
such as “I didn’t know you carried that” when the dealer gets merchandise 
on open display. The same comments apply when merchandise in a department 
is shifted about. 

Other locations in your store may be suitable for displays of sundries. Have 
you tried a display of one or two items at the cash register or wrap counter? 
When sales dwindle, bring up a couple of different items. Have you tried a 
floor or counter display, or an entire gondola display up front near the main 
entrance? Have you tried some sundries in the housewares department, a tie-in 
display with housewares merchandise? These added locations lead to impulse sales. 
Also they keep calling attention to your paint section, a reminder that you are 
paint headquarters. 


Upgrading, a sure route to better profits 


Sales efforts, directed to upgrading is an area where tremendous progress 
may be made in boosting sundries sales and profits. How long has it been since 
you discussed upgrading in a sales meeting? How long has it been since you 
tried upgrading a sale? 

Dealers with self service departments report customers frequently upgrade 
their purchase when given a choice. Put out brushes in three different price 
brackets, carded with good descriptions of the quality of the product, and the 
middle priced brush sells best. Then, why not put in a still higher price line 
to move up the middle grade? 

In a sale involving service, do your salesmen mention the qualities of better 
grade sundries? How do you know the customer is interested in only price? 
Have you mentioned the benefits, to the customer, of a better product? 

Here is a three-point program that can add substantially to the profits of 
your paint section in the year ahead. A review of the items you stock, a plan 
of changing displays frequently, a program of upgrading the sale can be the 
sparks that fire up your paint profits. 
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the BOOM in AEROSOLS 


(Continued ) 


Where aerosols are purchased 


Courtesy: Freon Products Div., E. |. duPont de Nemours & Co., Inc. 


You might call aerosols an industry within an in- 
dustry. This packaging concept goes far beyond paint 
and is an industry all its own. Yet, these paints are 
the fastest growing segment of both the aerosol and 
the paint industries. In 1956 about 35 paint firms pro- 
duced aerosols. Today, there are more than 100 pro- 
ducers. 

What does all this mean to you? The best answer 
is to look at the results of a recent survey, conducted 
by the Freon Products Div. of E. I. duPont de- 
Nemours & Co., showing where aerosols are sold, 
why they are purchased there, and the potential for 
future sales. 


Hardware stores lead the way 


Sales of aerosols have almost tripled since 1956 
and hardware stores lead all other outlets in sales 
of these spray packaged finishes. 

Almost 4 out of 10 cans of aerosols purchased in 
1959 were gotten in a hardware store. The nearest 
competitor, the specialty paint store, sold only half 
this many. 

Why do hardware dealers lead the way? Maybe the 
answer is in the reasons why customers made these 
purchases at certain stores. 

Of customers who purchased aerosols in 1959, 50 
percent got the product at the store where they 
learned about it. In other words, the promotion- 
minded dealer with product knowledge to back him 
up, got the king-sized share of sales. 

There’s another side to this story. Two-thirds 
of the nation’s families have never tried the product. 
You can shoot for an even bigger market that has yet 
to be reached. 
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The case for promoting aerosols 


This is a dynamic market. It will double its pres- 
ent size in 7 or 8 years. Other outlets are eyeing 
it and have already moved in to get a share of the 
sales. For example, an earlier study by DuPont indi- 
cates that department stores probably made only 
about 2 percent of aerosol sales in 1956, but in 1959 
they sold 12 percent of the market. Such apparent 
inroads show a need for more active promotion by 
hardware stores. 

There are many reasons for stepping up your ef- 
forts to get a bigger share of the aerosol market. 
Here is a brief resume of them. 

(1) Of those who have used aerosols, 82 percent 
like the job results—Almost total consumer accep- 
tance, once aerosol is used, points up the need for 
more consumer education. 

(2) Only 13 percent of the nation’s families are 
now using aerosols—Sales potential seems unlimited 
with more promotion. 

(3) Consumers are learning about aerosols—Most 
users have not known about the product for more 
than three years. 

(4) Multiple sales are a factor—While most cus- 
tomers buy one can at a time, 25 percent buy two 
cans at each purchase; 8 percent buy three cans; and 
7 percent buy four or more cans. 

(5) Professional painters have accepted spray 
packaged paints and are buying them. 

(6) Commercial and industrial customers are buy- 
ing them. 

(7) Half of the nation’s families do some touch-up 
painting every year and are primary prospects for 
sales. 

Hardware dealers are better equipped to do a sell- 
ing job to do-it-yourself. Some study on these sales 
factors will do a lot to tip the aerosol profit scales 
in your favor. 

@ Most dissatisfaction with spray packaged paints 
is caused by improper application. 

@ Most objections to these paints can be answered 
with simple facts. 

@ Customers aren’t aware of the advantages un- 
til a dealer points them out. 

Spray packaged paints are not the answer to every 
touch-up job. You will find it helpful to use them 
yourself to discover their advantages under all con- 
ditions. There will be cases where you will need 
a quality painting tool to do the job. 

The duPont study shows that almost one-third of 
all aerosols sold are used for painting furniture. 
Difficult jobs like floral leaf arrangements, toys and 
radiators account for much of the remaining sales. 

Can size is important. Keep an eye on what size 
moves best in your store. Nationally, 64 percent of 
customers buy the 16 oz or larger sizes; 36 percent 
buy 12 oz or smaller sizes. 

Who buys aerosols most? Almost 60 percent are 
men. Note that 53 percent of the painters who dc 
not use aerosols are women. Because studies show 
they like aerosols after they’ve used them, women 
are a very important target for promotions. 


Want more facts? Circle 164, p. 129 > 
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SCREW AND BOLT CORPORATION OF AMERICA 


QUICK-AS-A-GLANCE 
PRICING...match the bolt 
with the color chart... and 
here's what it means: 


+sales + profits 
-+- turnover — expense 
— space 
WHO said it couldn't be 
done? Screw and Bolt 
Corporation has done it! 


here’s how it works... turn page, please... > 





New pre-assembled 
color-coded-boit 
merchandiser puts 
you in business... 


DISPLAY 


Merchandiser holds standard package quantities . . . 
53 sizes and types .. . all fast-moving sizes recom- 
mended by NRHA Turnover Handbook .. . and 
every bolt is rust-resistant plated. 


INITIAL STOCK SHIPPED WITH MERCHANDISER 
Size and Quantity Shown 


ROUND HEAD STOVE 
BOLTS—ZINC PLATED 
3/16 x 3/4” 100 
3/16x1 100 
1/4 x 3/4 100 
1/4xl 100 
1/4x 1-1/4 100 


FLAT HEAD STOVE 
BOLTS—ZINC PLATED sarge BOLTS 
3/16 x 3/4” 100 1/4x 1” 100 
3/16x1 100 1/4 x 1-1/2 100 
1/4 x 3/4 100 1/4x2 100 
1/4x1 100 1/4 x 2-1/2 100 
1/4 x 1-1/4 100 1/4x3 100 
5/16 x 1-1/2 100 
MACHINE BOLTS 5/16 x2 100 
1/4 x 1” 100 5/16 x 2-1/2 100 
1/4 x 1-1/2 100 5/16x3 100 
1/4x2 100 3/8 x 1-1/2 100 
1/4 x 2-1/2 100 


3/8 x 2-1/2 
1/4x3 100 3/8x4 
1/4 x 3-1/2 100 1/2 x 2-1/2 
100 1/2x3 
100 1/2x4 
100 
100 LAG BOLTS 
100 
100 / 
100 | 
100 
100 


MACHINE BOLTS (Con'’t.) 
/8 x 4” 
‘'2x1-1/2 


”” 


100 
2 100 
3 100 
100 
100 


j 


j 


2 
3 
x 
x 
2 
3 


100 / 
Here’s what Screw and Bolt’s revolutionary color-code 
pricing means: 
e quick-as-a-glance pricing . . . just match the bolt 
with the color chart 
« no more pricing problems at check-out 
e« no more price-marking . . . the color tells the price 
e no more price-change problems. . . new color charts 
will be issued 
Here’s what the new color-coded bolt merchandiser 
means to you: 
« traffic-stopping merchandiser changes bolts from de- 
mand to impulse items 
« fast-moving bolts (nuts attached) stocked at one 
location . . . no more running to the back room when 


SCREW AND BOLT CORPORATION 


P. O. Box 17068 ° 
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COLOR CODED PRICES 
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168 Merchandiser—36” wide, 
| seein ane 22” deep, 64” to top of sign. 
COLOR ON BOLT DENOTES PRICE 
PRICE FOR EACH: 
cert sa Checkout, color- 
LAG BOLT coded price card. 


PRICE FOR TWO: 
STOVE BOLTS 
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the customer says “‘I want some of these. . :”’ 


e attractive display of bright, plated, rust-resistant 
bolts upgrades sales for higher profits 


e merchandiser equipped with prominently-displayed 
color-price chart (with additional handy charts for 
check-out locations) 


» re-stocking simplified . . . labels for all sizes included 


Contact your preferred wholesaler for the profit story 
on Screw and Bolt’s revolutionary color-coded, pre- 
priced bolts. 


Place your order now for immediate delivery of the new 
profit-boosting color-coded bolt merchandiser . . . the 
really new idea in selling nuts and bolts. 


VMA-7624 


OF AMERICA 


Pittsburgh 30, Pennsyivania 


DIVISIONS: Pittsburgh « Gary ¢« Southington Hardware « American Equipment 


AMERICA'S MOST COMPLETE LINE OF INDUSTRIAL FASTENERS 


© Copyright, Screw and Bolt Corporation of America, 1960 





CAN-O-MATIC™ Portable Electric Can CAN-O-MATIC™ Electric Can Opener / 
Opener. Exclusive retractable legs. Wood Clock ‘Timer. Unique! Elegant! Wood 


Tone, sandalwood. No. 757 Tone, sandalwood. No. 760 








CAN-O-MAT SLIMLINE 


Most beautiful can opener made! 
Light, medium or dark wood with 
sandalwood. No. W362. 


— tit fT 
TAAURA TERS 
: ‘ a 4B 
+. 4 cae 
| ieee Sites 
2 4a % % 
£ See se oA. m2) 
“TE TER % 
~ 5 a 4 : 
$5 SS oe 
2: a 
BE v re — 
: ie ee soe ee ae | maa \ 
} %% gee Be % 
\ m 
\ 
; . | 
j \ 
' } 
| \ ee a W/ 


en 
caer 


A - 
~~ 
/ ¥ Sy 
" . 


¢ -e}] | 3% 


= 


The Smarleit Look ve Housewares ty Rival: 5 


CAN-O-MATIC™ Deluxe Portable Elec- 
tric Can Opener. New Select-O-Dial™! 
Wood Tone, sandalwood. No. 758 


oh een ial-Meotale ais Mmoh ame [tall lal-Me delete Mo lale MR isl- M10] ob i(- Mi dol auihis ie) ME io lalelol i Zelele 
“Talal Meial-Muicolel-1as Mesa allele Mol Me lalr Meio liilolt Ml lal-Mam Mal Me olth A delge Maio l-laleldohilare 
today is REAL wood. And new Rival Wood Tones lead the way in fashion- 
fresh housewares! Smartly blend with wood-paneled kitchens, home bars, 
woodgrain appliance built-ins. Accent EVERY kitchen decor. Your cue 
now: Be first to stock and sell this exciting new collection! 


ew 
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ICE-O-MAT® Table and Wall Combi- ICE-O-MATIC® Portable Electric Ice 
nation. Modern styling! Smart! Wood Crusher. Star performer! Beautifull 
Tone, sandalwood. No. TW347 Wood Tone, sandalwood. No. 800 


< Want more facts? Circle 164, p. 129 
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WOOD TONE” LINE AVAILABLE 
AT NO INCREASE IN PRICE! 


RIVAL MANUFACTURING CO. 


Kansas City 29, Missouri 
Rival Mfg. Co. of Canada, Ltd.. Montreal 
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AMERICAN 
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Good Housekeeping 
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GRIND-O-MATIC® Electric Grinder- 
Chopper. Removable hopper. Exciting 
Wood Tone, sandalwood. No. 772 

Want more facts? Circle 165, p. 129 A 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 


number on postcard on page 129, and mail 


item I 
Paint sprayer rental kit 


This 60RU Spray Painter rental 
kit contains the Hyde No. 60G 
Spray Painter and No. 60B Air 
Blower. The heavy-duty steel car- 


rying case is 22-in. long, 9-in. 
high, and 7%4-in wide. Retails for 
$73.40. Hyde Mfg. Co., Dept. HA, 
Southbridge, Mass. 


Item 2 
Liquid sander merchandiser 


This window display and store 
merchandiser holds 1-doz pints of 
Zip-Sander and six free samples. 
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Also includes a supply of “how-to” 
stuffers, an instruction sheet on 
demonstration of the sander, a sup- 
ply of painted metal panels, and a 
window banner. Star Bronze Co., 
Dept. HA, 803 Mahoning Ave., Al- 
liance, Ohio. 


Item 3 
Mobile spray painting kit 

This 44-hp Speedy Sprayer de- 
livers 2 cu ft of clean, oil free air 
per minute at 30-40 lb pressure. 
Operated by any % or 14-hp, 1750 
rpm motor. Uses long life dia- 
phragm, never needs lubrication. 


Can also be used as a vacuum pump 
and for inflating tires. Comes with 
No. 212 gun, air hose, V-belt, 
pulleys and tire chuck. Retails for 


$39.95, without motor. Wheel kit 
is $7.50 extra. W.R. Brown, Dept. 
HA, 2701 N. Normandy Ave., Chi- 
cago 35, Ill. 


Item 4 


Calking gun cut-off blade 
Macklanburg-Duncan’s latest ad- 
dition to its Model No. CG-4 Calk- 
ing Gun is a built-in cut-off blade 
on the trigger of the gun, used to 








Here is a quick Check 
List of items described 
in the following pages 


trim tapered cartridge nozzles to 
desired hole size. Nozzle of cart- 
ridge is inserted in beveled hole 
on gun handle. Trigger is then 
squeezed to cut off at one of four 
sizes of nozzle openings. Macklan- 
burg-Duncan Co., Dept. HA, Box 
1197, Oklahoma City 1, Okla. 


Item 5 
Revolving sundries display 
Spin-O-Rama, six-foot revolving 
painting tool merchandiser, re- 
quires only 25 x 25 in. of floor 
space. The unit is made to sell 
a selection of fast moving items 
to do-it-yourselfers. Two merchan- 
dise assortments are available: No. 
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Vinyl and plastic repair . 
Brass finish candle holders 
Newly designed door closer 
New line of forged shovels 
Home repair materials kit 
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Fire extinguisher display 


Low priced chain saw 
Insect repellent containers 
Wire brush for barbecues 
Four dinnerware patterns 


JIU 
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Door closer for cabinets 
Window wash and wipe tool 
Spray gear lubricant 
Masking tape dispenser pack 
7-hour mosquito repellent 
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Attractive cooling unit stand 
All-aluminum dog houses . 


OOOL 


Hose nozzle merchandiser 
Redesigned battery lanterns 
Fold-away high chair .... 
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Package for masonry drills . 
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Deluxe 22-in. power mower . 
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Electric food warmer tray 
Portable outboard fuel tank 
Pea sheller mechanism 
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| Fishing tackle catalog 
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| Storm & screen door hardware . 
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Garden tool repair chart 


) 
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Soldering tips catalog 


a 


Circular & band saws catalog .. 


CJ 


Hand tool merchandiser book . 


J 


Pool accessories catalog 


—) &£ 


Mower/tiller facts book 

[] Fishing equipment catalog 
[] Fastener catalog .. | 
Plumbing & heating catalog 


[] Garden hose catalog 


Submersible pumps bulletin 
] Kitchen-bathroom cabinets book 
[] Household products catalogs 
Outdoor gym sets catalog 





$11, with brushes, rollers and cov- 
ers; and No. 810, with rollers and 
covers only. Roller covers are pre- 
priced. Hanlon & Goodman Co., 
Dept. HA, 2 Main St., Belleville 9, 
N. J. 


Item 6 
Porous surface sealer 


Poroseal is a surface-sealer for 
porous surfaces on which self-ad- 
hesive materials are to be applied. 
It’s brushed on and dries in about 


al 
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WANT 


two hours. Available in 59¢ half- 
pint can for covering cabinets, 
unpainted furniture, etc., and in 
a $1.98 quart can which covers 
about 150 sq ft. Synthetic Fab- 
rics, Inc., Dept. HA, Springfield, 
Mass. 


Item 7 

Color tints use basic stock 
Base colors for O’Brien’s Fash- 

ion Tints line of interior and ex- 

terior paints are basic shelf stock 


colors. Customers choose desired 
color from the giant counter card 
and two color cards. Tone-All tint- 
ing colors are added to base from 
the Color-Quick pumps, producing 
the customer’s color selection. 
O’Brien Corp., Dept. HA, 2001 W. 
Washington Ave., South Bend 21, 
Ind. 


Item 8 
Mobile air compressor 

This 2-cylinder air compressor in 
Campbell-Hausfeld’s QR Series is 
made to give commercial users a 
high-volume, heavy-duty source of 
air plus portability. Cylinders have 
2144 in. bore and 2 in. stroke. Unit 
provides 5.4 cfm at 45 psi, 4.0 cfm 
at 100 psi, and has displacement of 
8.0 cfm. It features underslung air 
receiver, constant speed unloader 
and semi-pneumatic rubber tires. 
Available with 1 hp electric motor 
or 3 hp gas engine. Complete se- 
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lection of accessories is also avail- 
able. Campbell-Hausfeld Co., Dept. 
HA, Harrison, Ohio. 


Item 9 
Clear wood preservative 


Permodip, a clear, non-bleeding 
wood preservative, penetrates deep 
into unpainted lumber to prevent 
moisture absorption and warping. 
[It also inhibits decay and dry rot 
as well as the attacks of wood 
devouring insects. Can be applied 


by brush, spray or dip methods. 
One gallon permanently protects 
about 250 sq ft of lumber. Wilbur 
& Williams Co., Inc., Dept. HA, 650 
Pleasant St., Norwood, Mass. 


Item 10 
Adhesive ceiling/wall tile 

No staples or special tools are 
required to install R-V-Lite ceiling 
and wall tile. It measures 12x12- 
xl4-in., and weighs 24-0z. With 


MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


R-V-Lite Tile adhesive, the tile 
can be mounted on concrete, cinder 
block, painted and unpainted wood, 
old wallpaper, joists, laths, ete. 
Available in a variety of patterns 
and decorator colors. Has heat in- 
sulating and noise deadening prop- 


erties. Can be dusted with a vac- 
uum cleaner or washed and re- 
painted. Arvey Corp., Dept. HA, 
3500 N. Kimball Ave., Chicago 18, 
Ill. 


Item 11 
Protective painting mask 

This Flex-A-Prene Paint Mask 
provides protection against paint 
spray. It comes in a 7 x 7'%-Iin. 
bubble pack printed in four-colors 
and punched to facilitate display in 
hang-up position. Reverse side has 


complete product explanation and 
benefits. Mask also provides pro- 
tection against pollen and dust. 
Flexo Products, Inc., Dept. HA, 
Westlake, Ohio. 








ITEM NUMBER ON FREE POSTCARD, P. 129 


Item 12 


Two bubble-packed menders 
Tile Paste and §S-14 Spackling 

Compound are now packaged in a 

transparent bubble on a colorful 


spackling i. 


F Compound CAVLKS AND SEALS CRACKS 


pep it 





display card. Card has punched 
hole for hanging on merchandising 
units. Complete product instruc- 
tions appear on the card and visible 
tube. The products are also avail- 
able in the familiar red, white and 
black carton. Schalk Chemical Co., 
Dept. HA, 351 E. Second St., Los 
Angeles 12, Calif. 


Item 13 
Water softeners, filters 
Rapidayton water softeners 
range from completely automatic 
timer and push-button models, with 
brine tank, to simple action models. 
It has a 5-cycle method of regen- 
eration with downflow softening 
and upflow backwash. The line fea- 
tures corrosion-proof phenolic rotor 
in motorized valve, auxiliary push- 


button action, non-gelatin  poly- 


styrene resin and controlled back- 
wash flow. Rapidayton Champion 
filters include units made for re- 
moval of iron, sediment, taste, odor, 
acid and other objectionable ele- 
ments. Tait Mfg. Co., Dept. HA, 
500 Webster St., Dayton, Ohio. 


Item 14 
Furniture legs display 


These wood legs for desks, 
tables, couches, etc., have burnished 
brass plated swivel ferrules. Spe- 
cial steel 2-way brackets permit the 
legs to be screwed in straight or 


slanted. Available in sizes from 
34-in. to 28-in. in unfinished hard- 
wood or finished black and walnut. 
Display is free. Quality Steel 
Products Inc., Dept. HA, 187 Gard- 
ner St., West Roxbury 32, Mass. 


Item 15 
Miniature soldering iron 


The heating element in GE’s 
Midget soldering iron is close to 
the soldering surface for better 
performance. Tip and heater as- 
semblies can be changed quickly 
with slip-out clip arrangement. 
Shaped handle will not heat up, 
and tip and heater assembly is held 
firmly. Irons are available in 4% to 
in. tip sizes with 6-volt, 18- to 
35-watt ratings. Industrial Heat- 
ing Dept., General Electric Co., 
Dept. HA, Schenectady 5, N. Y. 


Item 16 
Marine fasteners assortment 
This Marine Merchandiser is 
comprised of five assortments of 
popular marine fasteners. Included 
are brass, stainless steel and alu- 
minum cotter pins, brass cap and 
knurled nuts, bronze lock washers, 





brass flat washers, brass machine 
screws and nuts, brass stove bolts, 
and chrome plated brass wood 
screws. A heavy-duty rack is free 
with purchase of five assortments. 
Individual assortments are also 
available. Sharon Bolt & Screw Co.., 
Dept. HA, Norwood, Mass. 


Item 17 


Reel for chain merchandiser 

Taylor’s TM Chain Salesmaker 
now has a Tayco reel made of heavy 
gauge wire welded to sheet metal 
hubs. Reel can be easily sprung 
back to original shape if acciden- 
tally bent. Self-locking device in 
hub prevents slipping and unwind- 
ing. The TM Chain Salesmaker 
holds four rows of reels. Each row 
accommodates three 4 in., two 6 in.., 
or one 12 in. reel. S. G. Taylor 
Chain Co., Dept. HA, Hammond, 
Ind. 


Item 18 
Two 22 cal. shotguns 

Mossberg’s Targo guns are two 
guns in one. Two 3% in. adapter 
tubes, one smooth bored, the other 
rifled, are included with each gun. 
Model 340TR is a seven shot clip 
repeater; Model 320TR is a bolt 
action, top-loading single shot gun. 
Included with the Targo gun is a 
hand trap, target carrier and NRA 
Qualification Course Folder. Model 
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340TR retails for $39.95; Model 
320TR, $29.95. O. F. Mossberg & 
Sons, Inc., Dept. HA, 131 St. John 
St., New Haven, Conn. 


Item 19 

Epoxy glue counter display 
Borden’s counter display for EI- 

mer’s Epoxy Glue is designed to 

promote impulse sales. Display is 

printed in two colors and is as- 


sembled ready-to-use. Twelve units 
of resin and hardener are blister 
packed on stiff board. Each unit 
is prepriced at 98¢. Consumer 
Products Dept., Borden Chemical 
Co., Dept. HA, 350 Madison Ave.., 
New York 17, N. Y. 


Item 20 
1961 life preserver line 

The Pompano (shown) is one of 
Drybak’s 1961 line of belt life 
preservers. It’s contour molded, 
and made of 
polyethylene foam with blue molded 
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soft mini-cellular 


plastic belt fittings. Web strap is 
made of woven nylon and has rust- 
proof double D closure. Pompano 
comes in four sizes and is priced 
at $4.95. Other belts include the 
Dolphin ski belt, coated with white 


vinyl! and in three sizes, $7.95; and 
the Bonito belt, for thrift-minded 
customers, $2.95. Drybak, Dept. 
HA, 3143 N. Lowell Ave., Chicago 
41, Iii. 


Item 21 
Tool assortment & display 

Four deals, each in a different 
price range, and including from 
216 to 300 assorted tools are avail- 
able in Steelcraft’s Perma-Display. 
Unit retail prices for the four deals 
are 66¢, 88¢, $1, and $1.29. Some 
of the tools featured are imported. 
The display is a permanent type 
of pinewood construction with 1- 
in. perforated board back and 


ae oe 
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double pronged 4-in. hooks, and 
comes with colorful headers. Steel- 
craft Tool Corp., Dept HA, 36-50 
31st St., Long Island City, N. Y. 


Item 22 
Non-yellowing floor wax 

White Stripe is a self-polishing, 
non-yellowing floor wax which ean 
be applied easily to all floors. It 


provides water-proof protection 
that takes repeated washings before 
rewaxing is necessary. White Stripe 
is especially recommended for li- 
oleum, vinyl, asphalt tile and 
rubber tile. Comes in quart, %-gal, 
and gallon sizes. The quart size 
retails for $1.65. Butcher Polish 
Co., Dept. HA, 183 Commercial St., 
Malden 48, Mass. 


Item 23 
Outdoor shower pole 


Children can have hours of sum- 
mer fun with a Spikie Fun Shower. 
It consists of a 56 in. pole with a 
yellow polystyrene spray head at 
one end, and a spike support at the 
other. It sends a fountain of wa- 
ter six to eight feet in the air. It’s 
packaged with a two-color, double- 
faced header punched for rack dis- 
play. Shipped two dozen units to 
carton, along with point-of-sale 
display base. Wilson Plastics, Inc., 
Dept. HA, Box 2037, Sandusky, 
Ohio. 


Item 24 
Crystal ice pitcher, tumblers 
Milano design heavy base tum- 
blers and 3-qt ice lip pitcher looks 
like hand made Italian styled glass- 
ware. Wavy outside surface as- 
sures a firm grip. The 12-0z tum- 
blers are available plain or with 
bottoms tinted rose pink, aqua blue, 
lemon yellow, mint green, and 
Desert gold. They retail at 25¢ 
each. The items, pictured, are the 
5-0oz juice glass which retails at 
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Model 61R58—Complete with earphone, bat- 
teries. Encased in top grain chestnut brown 
leather. Size: 7%"W, 5%6"H, 2'%6"D. 


Ye oH A... portable with American transistors! 
Sea 


oo Automatic Signal Filtration . . . the most excit- 

A S 4 ing new feature in portable radios, and only Arvin 

ewe®e i has it! Through the miracle of three electronic ad- 

vances uniquely working together, Arvin A.S.F. takes distortion out 
of sound to make it strong and crystal clear: 


Now available and ready for immediate de- 
livery—the lowest priced 8-transistor portable 
in its quality class. Exclusive A.S.F. p/us 8 all- 
American transistors ... oversize ““Alnico V" 
speaker, tone control for both Voice and Music, 
slide rule dial with smooth precision-drive 
tuning, and many more sales clinching fea- 
tures found only in the “$50 price class." 
There's no other radio like it for the money. 
Order from your Arvin Distributor today, and 
cash-in big this spring and summer! That's 
Model 61R58. 


|. Tunep RF Srace rejects unwanted signals, gives tone richness free 
from distortion. 

2. SUPERHETERODYNE Circuit pulls in distant stations, delivers a pin- 
point-selected signal. 

3. AUTOMATIC VOLUME CONTROL self-adjusts to maintain an even 
volume level. 


si¢ 
2 ; ‘y 


Two more traffic-and-profit builders with American transistors Higher Far Wi 








7 Transistor, Model 61R48 
— $34.95 retail—-Leather 
covered metal case with 
matching snap-on Chestnut 
leather front. Powerful 
chassis with Automatic Vol- 
ume Control. Shoulder 
strap. batteries, earphone 
included. Size 3 Ag” W, 
5%e”"H, 2'6"D. 


6 Transistor, Model 61R13 
— $19.95 retail— Superior 
AM reception with Auto- 
matic Volume Control. A 
“miniature” with plenty of 
““reach.”’ Noise-free tuning 
High-impact plastic case 
Flame Red. Size: 254°W, 
43/6”H, 156”D. 


Get all the facts on Arvin’s all new 
Portable Radio Line. Write, or visit 
these Permanent Show Spaces: 


§01-2—Chicago Furniture Mart 

612— New York 1150 Broadway Ul Products 
Arvin Sales Dept. Columbus, R) Division 
Indiana ARVIN INDUSTRIES, INC., COLUMBUS, INDIANA 


ARVIN... The World's Largest Specialist in the Manufacture of Quality Radios 


Want more facts? Circle 167, p. 129 
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“EXTRA-LINE” 
NETTING 


@ Extra horizontal line wires, woven in at 
no extra cost, provide added strength 
» ++ prevent sagging er distortion of 
the uniform-sized hexagon mesh. 


@ Exclusive “Lock-Twist" construction and 
heavily galvanized electric furnace 
steel wire assure long life. 


® Unrolis fiat and evenly ... goes up 
easily to save customers’ time. 


@ Available 1” and 2” mesh sizes — 20 
ga. — 12”, 18”, 24”, 30”, 36”, 48”, 
60” and 72” widths. 


Send for Free Catalog today 


““EXTRA-LINES"’ 
PREVENT SAGGING 


NORTHWESTERN 
STEEL AND WIRE 


COMPANY 
SINCE 1879 
STERLING, ILLINOIS 


Want more facts? Circle 168, p. 129 
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2-for-15¢, the 7-to-12-0z items at 
15¢, and the 14 and 15-o0z sizes at 
19¢. The pitcher retails for 79¢. 
Anchor Hocking Glass Corp., Dept. 
HA, Lancaster, Ohio. 


Item 25 
Automatic rug shampoo unit 


A new model of Bissell’s Sharn- 
poo Master sells for $3.99. It’s called 
the Bissell 100 Automatic Shampoo 
Master. The unit is a beige and 
brown model with 100-o0z capacity, 
and has a two-piece white steel 
handle and the Bissell sponge roller 
and brush assembly. Bissell, Inc., 
Dept. HA, 2345 Walker Rd., Grand 
Rapids, Mich. 


Item 26 
Repellent for training pets 


The ONeX line of pet supplies 
features three spray-type_ repel- 
lents to train dogs and cats, and a 
plant food for aquariums. Dogonex 
and Catonex keeps pets away from 


er 
i 
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furniture, carpets and other ob- 
jects. Chemicals are harmless to 
pets, and are helpful in creating 
good habits. Dogonex comes in 
two varieties, indoor and outdoor. 
Hyponex Aquarium plant food will 
help grow better plants in tanks, 
pools and ponds, making it health- 
ier for fish. Hydroponic Chemical 
Co., Dept. HA, Copley 21, Ohio. 


Item 27 
Foil burner bowl liners 


Mirro’s aluminum foil burner 
bowl liners eliminate scouring and 
scrubbing of range bowls. Avail- 
able for electric and gas ranges. 
Each has perforated snap-out rings 


for adjustment to any range. 
Liners are packed in poly bags 
with capper label. Electric liner 
bags contain two 8-in. and three 
6-in. liners. Gas range liner bags 
contain four 7-in. liners. Both are 
pre-priced at 39¢. Mirro Aluminum 
Co., Dept. HA, Manitowoc, Wis. 


Item 28 
Line of lawn sprinklers 

This oscillating lawn sprinkler 
is one of a new line of Trustworthy 
lawn sprinklers. The line ranges 
from a _ square-pattern § sprinkler. 
that retails for as low as $1.95, to 
a king-size oscillator that covers 
2000 sq ft, and a pulsating sprin- 
kler to cover larger areas. Each 
sprinkler is color-matched in Trust- 
worthy blue, and is packaged in a 





“GOLD TIP” ® 


BALL BEARING 
GLASS CUTTERS 


(CARDED) 


Display this exciting new glass cutter 
with its many exclusive features. The 
smooth performance of the lubricone 
impinged wheel revolving on a sphere 
wins immediate acceptance by all users. 
Each cutter comes in a protective plastic 
pocket caddy with an oil pad. The cutter 


display box illustrati ses. 
splay box illustrating uses. The and caddy are mounted on a 4-color 


" ‘ ‘ < ; ‘ . , , . PP ; . . . ° 
line also carries Trustworthy’s un- if display card. This is a profit builder 
conditional one-year guarantee on y for early spring sales. 

materials defects and workman- ) 


ship. Liberty Distributors, Dept. 

HA, 4300 N. 5th St., Philadelphia 1 NEW ae @) Oo D 

40, Pa. 

[ SCRAPERS 


(CARDED) 


Item 29 es ere Attention compelling 4-color 


. . A a me isplay cards now attract shoppers 
Flashing-light alarm clock ' = . the new FLETCHER er 
This Moonbeam electric alarm LY te — scrapers. These colorful displays 
clock awakens a person by a flash- ; Me tt x cannot be passed unnoticed. 
ing light instead of an audible — \¥ fe ge FLETCHER wood scrapers fea- 
alarm. However, alarm does sound | 0] Tle eee. tere «Yhe «convenient 10-secend 


after five minutes of flashing. The | PAN Se nl blade changing device which hes 
an been preferred by users for more 


than twenty years. 


Spring is the big season for 
wood scraper sales. Take advan- 
tage now of this new eye appeal 
item and be sure to stock extra 
blades. There will be many requests 
for these between now and summer. 


NEW PUTTY KNIVES 


AND WALL SCRAPERS 

(CARDED) 
clock has luminous hands and dial, 
and comes in antique white and 
buckskin beige. It retails at $11.95, 
and is to be offered to customers 
on a 14-day home trial basis. West- 
clox Div., General Time Corp., 
Dept. HA, LaSalle Peru, Ill. 


: 
ee eel 


Item 30 FLETCHER now offers you a choice of five distinctive lines of putty knives 
and wall scrapers in a variety of price ranges. Your entire putty knife require- 
; . ment can now be purchased from a single convenient source. These tools too 

A special acetate sign, WG-3, are displayed on attention arresting 4-color cards. Now is the time to stock 
looks like a broken window and putty knives and wall scrapers for the active season just ahead. 


has red, white, and blue lettering SEND FOR OUR NEW CATALOG 
urging replacement of broken panes 


with Libby-Owens-Ford window THE FLETCHER-TERRY CO. 


glass. It can be placed on front 


window, door or a stock piece of | eases BRISTOL, CONNECTICUT 


Want more facts? Circle 169, p. 129 
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The most profitable 4 square feet an 


TRADE MARK [ 


the complete line of paint sundries! 





You get easier paint-sundry sales because this de luxe 
merchandiser puts every product in view—builds self- 
service sales and profits fast. Single nearby source keeps 
your inventory at peak efficiency. Place one order— 
save on freight costs. Full 40% profit every sale—rapid 


turnover, too. 


New Dexall products are distributed by The Sherwin- 
Williams’ Co., Cleveland. Acme Quality Paints, Inc., 
Detroit. John Lucas & Co., Inc., Philadelphia. W. W. 
Lawrence & Co., Pittsburgh. The Martin-Senour Co., 
Chicago. The Lowe Bros. Co., Dayton. Rogers Paint 
Products, Inc., Detroit. Write your nearest distributor 


for details. 


your store! 





DESHLER PRODUCTS, INC., Deshler, Ohio 


Want more facts? Circle 170, p. 129 
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LOF window glass which an easel, 
WG-4, is designed to hold. The 
sign is 20 x 24-in. Libby-Owens- 
Ford Glass Co., Dept. HA, 811 
Madison Ave., Toledo 1, Ohio. 


Item 31 
Multi-purpose garden unit 
Lawn and garden care in one 
unit is offered with this Hoffco 
Gard-n-ette. With the unit are 
four attachments to till gardens, 
edge walks and drives, cut weeds 
below ground level, and stir top 
soil and litter. Also available is a 
trimmer and a snow blower. All 
attachments are quickly changed 
by a hand knob. Gear case can be 
tilted for angle work. Equipped 
with finger-touch throttle and 4- 
cycle engine. Needs no fuel mix- 
ing. Hoffco, Inc., Dept. HA, 411 
N. 8th St., Richmond, Ind. 
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Item 32 
Multi-use section ladder 


This Norseman convertible lad- 
der folds into two-foot sections, 
each supported by steel dual hinges 
which lock into position by steel 
pins. Sections are of extruded 
magnesium and each rung is sup- 
ported by double bridge supports. 
It converts from a folded position 
of 10 x 14 x 25-in. into a straight 
ladder, stepladder, scaffolding po- 


sition or a number of combinations. 
The 4-unit starter section sells for 
$39.95. Add-on sections sell for 
$9.95 each. Rocco Products, Inc., 
Dept. HA, 2916 Fourth Ave., S. 
Minneapolis 8, Minn. 


Item 33 
Expanded flower box line 

Two decorator colors, Desert- 
sand and Grey-blue, have been 
added to the Bo-Kay line of fiber- 
glass flower boxes. Bo-Kay flower 
boxes are available in four sizes 
from 18-in. to 36-in. Other colors 
in the line are green, white and 
black. Retail prices range from 
$2.55 to $3.98. Plastic Products 
Corp., Dept. HA, 24001 Aurora 
Rd., Bedford Heights, Ohio. 


Item 34 
Self-storing electric mixer 

Less time and storage space are 
needed with this Dominion electric 
hand mixer. The Stow-Away keeps 





New Dexal!l Hold-Tite Giue 
— Tremendously strong 
white glue. All-purpose, 
dries clear. Squeeze bottle. 


New Dexall Patching Paste 
— Ready-mixed, smooth- 
finish, spackling com- 
pound. 


New Dexall Wood Bleach 
— Fast working, easy to 
use — for fine furniture 
refinishing 





New Dexall Tack-Rag — 
One wipe picks up dirt and 
dust. Marvelous aid to fine 
painting. 


mixer, beaters 


place. 


New Dexall Glazing Com- 
pound — For wood or 
metal sash. Remains elas- 
tic, will not crack. 


New Dexal!l Wood Patch -— 
Actual wood, nonshrinking, 
in paste form. Six natural 
wood colors. 


# 
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New Dexal!l Preparite — 
Liquid sanding aid quickly 
cleans and dulls enameled 
and varnished surfaces. 


Want more facts? Circle 170, p. 129 


and cord in one 
The unit is hung on wall, 


out of the way but convenient. The 


214-lb mixer 


has wide base heel 


for balance and three-speed con- 


trol handle. 


The gold and white 


case is made of impact-proof plas- 


tic. Retails for $17.95. 
Electric Corp., Dept. 


field, Ohio. 


Item 35 


Dominion 
HA, Mans- 


Glue display assortment 


Evans’ Welsh Glue Profit Pack, 
No. 1PP, is 10 x 10% x 11 in. high. 
Merchandise assortment consists of 


twelve 2-0z squeeze bottles of glue; 
six 4-0z squeeze bottles; six 14-pt 
squeeze bottles, and six 3-oz jars of 
Evans’-Bond Contact Cement with 
brush applicator. Total retail value 
of the assortment with display unit 
is $17.88. Dealer cost is $9.91. 
Commercial Paste Co., Dept. HA, 
504 Buttles Ave., Columbus 8, Ohio. 


Item 36 
3-piece screwdriver set 

This 3-piece rubber grip screw- 
driver set has nickel plated, mag- 


netized blades of hardened and 








— 


New Dexall Anti-Rust Lu- 
bricating Oil — Aerosol- 
packaged, high-quality oil 
for hard-to-reach places. 


tempered tool steel. Set has a 6-in. 
cabinet, 5-in. mechanic, and No. 1 
recess screwdrivers. Comes in pre- 
punched bag with capper for rack 
display. Retails for 99¢. Ovrvweall 
Tool Co., Ltd., Dept. HA, 401 Park 
Ave. S., New York 16, N. Y. 


Item 37 

Packaged measuring cup set 
This Foley measuring cup set 

features long handles for conve- 

nience in reaching into deep canis- 


ters and dishes. Cups measure 14, 
1.2, 46 and full cup, and are attrac- 
tives packaged along with an ano- 
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WANT 


dized copper hanging rack. A cof- 
fee measure is also included in the 
set. Suggested retail price is $1.98. 
Foley also has a measuring spoon 
set, with suggested retail price of 
59¢; two-cup measure, 59¢, and 
coffee measure, 25¢. Foley Mfg. 
Co., Dept. HA, 2855 Park Ave., 
Minneapolis, Minn. 


Item 38 

High-quality plumb bobs 
Stanley’s line of high-quality 

plumb bobs have long, slim-line 

bodies painted with red enamel. 

Tip is nickel plated to prevent rust. 

New design and single-cast body 


and cap makes it easy to attach 
cord. Bobs are individually carded 
in bubble packs, shipped six of one 
size to a box. Retail prices are: No. 
170, 5 oz, $1.20; No. 171, 8 oz, 
$1.40, and No. 172, 12 oz, $1.60. 
The Stanley Works, Dept. HA, 195 
Lake St., New Britain, Conn. 


Item 39 
Ammunition counter display 
Here’s a counter dispenser for 
all types of 22 ammunition. It 
holds up to 4500 rounds of 22’s 
(shorts to magnums) interchange- 
ably. Called the Winchester and 
Western Ammunition Merchan- 
diser, it provides protection from 
pilferage, two-way display at coun- 
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ter corners, and an area for sea- 
sonal display cards. Available in 
both Winchester and Western 
brand styles. Olin Mathieson Chem- 
ical Corp., Dept. HA, 460 Park 
Ave., New York 22, N. Y. 


Item 40 
Die-cast utility knife 

This Lustre Line die-cast, sabre- 
handle utility knife is available 
in three different packages: bulk, 
carded with two blades, carded 


with five blades. The knife is 
economy priced, and has a chip- 
proof blue enamel finish. Lustre 
Line Products, Dept. HA, 53 N. 
2nd St., Philadelphia 6, Pa. 


Item 41 
Vinyl and plastic repair 

Whiz Dab, a vinyl and plastic re- 
pair, is durable, transparent, flexi- 
ble, waterproof and provides a 


MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


permanent repair. Mends and re- 
pairs all vinyl and plastic fabrics, 
furniture, inflatable pools, toys, etc. 
Dab is also effective as a general 
household cement. Available in 
134-0z and %4-oz tubes on blister 


packed cards. Also available in 
2-0oz bottle with handy dabber. 
R. M. Hollingshead Corp., Dept. 
HA, 840 Cooper St., Camden, N. J, 


item 42 


Brass finish candle holders 
These three candle holders are 
Lustre-Brite brass plated to resist 
salt spray, water, sulfides and al- 
cohol. Triple Saucer style, Model 
No. 763-B (left), is packed six to 
a carton with suggested list price 
of $1.98 each. Scroll style, Model 
No. 761-B (center), is packed 12 to 


a carton, $1.39 each. Single Saucer 
stvle, Model No. 762-B (right), 
comes 12 to a carton, also $1.39 
each. Artistic Wire Products Co., 
Dept. HA, Taftville, Conn. 





ITEM NUMBER ON FREE POSTCARD, P. 129 


Item 43 
Newly designed door closer 


This door closer can be adjusted 
simply by twirling the tube. Made 
with a seamless extruded alumi- 


num housing, tested at 50-degrees 
below zero, it allows the door to 
swing open up to 120-degrees, then 
glide smoothly to close. Called the 
Twirl-O-Matic. Security Storm 
Lock & Hardware Corp., Dept. HA, 
1515 Hart Place, Brooklyn 22, 
N.Y. 


Item 44 


New line of forged shovels 
I-Beam reinforced handles are 
the selling feature of Wood Shovel 
& Tool’s new line of forged shovels. 
Steel I-Beam insert is to prevent 
handle breakage. It consists of two 
strips of steel extending from tip 
of handle to a point 3 in. above 
socket joint. Assembly is riveted 
at one end only, permitting handle 
to flex under normal loads. I-Beam 


carries the weight under excessive 
load. The line will be sold under 
the Jet and Jet-Lite labels. Wood 
Shovel & Tool Co., Dept. HA, Piqua, 
Ohio. 


Item 45 


Home repair materials kit 

The Magic Bond Fix-It Kit 
contains a can of Magic Bond, 
a tube of cream hardener, appli- 
cation squeegee, fiberglass mesh 
screening and an instruction book- 


., PLASTIC 
“ltée e sovde* 





let. It is a multi-purpose home re- 
pair kit. The four latter items are 
packaged underneath a clear plastic 
bubble on top of the container. 
Magic Iron Cement Co., Inc., Dept. 
HA, 14215 Caine Ave., Cleveland 
28, Ohio. 


Item 46 
Fire extinguishers display 

Four 214-lb Dry Chemical Ex- 
tinguishers are featured on this 
counter display which is directed 
to the home-owner and pleasure 
boat owner. Extinguishers come 
complete with brackets that allow 
secure mounting in any position 
and in any type vehicle, and hang- 
ers for wall-type mounting. The en- 
tire package including four ex- 
tinguishers, the display, and sales 
literature cost the dealer $49.68. 


Total retail value is $82.80. Dealer 
profit is $33.12. American La- 
France, Dept. HA, Elmira, N. Y. 





Item 47 
Low-priced chain saw 


The Bantam Special chain saw 
is designed for the occasional 
wood-cutter. The saw has a 16-in. 
one-piece guide bar with specially 
hardened tip, high-velocity Turbo- 
blast air cooling, and the Flat Top 
cutting chain in 7/16-in. pitch, 
.058 tang size, with top ground 
cutting teeth. Equipped with same 


eagine as furnished on the Bantam 
De Luxe model. Retails under $160. 
Remington Arms Co., Ine., Dept. 
HA, Remington Park, Bridgeport, 
Conn. 


Item 48 
insect repellent containers 

Two new containers have been 
added to the 1961 line of 6-12 
Insect Repellent. The 14-oz family 
size is for vacation trips, patios, 
picnics, etc. The 5-oz size is for 
personal use. Both come in aerosol 
spray cans. The family size, No. 
IR-814, has a suggested retail of 
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_ Want more details? Just circle item number on p. 129 


c D R N The Shasta Daisy pattern, shown, 
is a wreath of white daisies with 

| | | K accent yellow centers and green 

hee = : leaves and stems on a soft ivory 


translucent background. Complete 
service for eight retails for $49.95, 
INSECT with 25 pieces decorated. The three 
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$1.89 per can. Dealer cost is $1.21. 
The personal size, No. IR-805, re- 
tails for $1.19. Dealer cost is 77é¢. 
Union Carbide Consumer Products 
Co., Dept. HA, 270 Park Ave., 
New York 17, N. Y. 





other patterns are offered in prices 
1 49 ranging from $29.95 to $39.95 in 
wie complete 45-piece sets. Lenox 


STERLING | Wirebrush for barbecues Plastics, Inc., Dept. HA, 4417 


"INSTANT" Bronco-O is a barbecue grill Oleatha Ave., St. Louis 16, Mo. 
cleaner with crimped brass wire 

BRUSH CLEANER bristles and rugged metal scraper 

with notched spurs. It provides Item 57 

easy removal of stubborn, baked- 


Door closer for cabineis 
on grease from grill rods and flat 


This automatic cabinet door 
closer is for wall or base cabinet 
doors to 6 sq ft, either wood or 
metal. The closer consists of a slim 
tube mounted inside the cabinet. 
It holds doors open at 110 degree 
NON angle, closing at the touch of a 
PAINT MMABL 

Ream ARNISH 

VER 


STERLING 5F5 
NONFLAMMABLE 


PAINT & VARNISH surfaces. The durable plastic block 

REMOVER features a non-slip grip handle with 
handy hang-up hole. National 
Brush Co., Dept. HA, Aurora, Ill. 








STERLING QUALITY ee | 
PRODUCTS INC | Item 50 finger. Closing speed is adjustable. 
4 e ' 


The closer is available in brushed 
Four dinnerware patterns 
MALDEN 48, MASS. 


aluminum or bronze, with white 
Four new patterns in Lenox- nylon caps and plated fittings. 

ware are Shasta Daisy, Bittersweet, Newell Mfg. Co., Dept. HA, Lowell, 

Garland Rose, and Damask Rose. Mich. 

Want more facts? Circle 171, p. 129 

124 © HARDWARE AGE, April 6, 1961 





in ° EEO irha HARDWARE WEEK 
Window wash and wipe tool 


"HAPPY HOME VAIUES” 
The Wash N’ Wipe Dialamatic | HA D 0 7 All if 


Whirl-a-way can be used on win- 


\ ' ! 
dows, autos and siding. The clean- \ \ ae 0 T h FREE ith "| 
ing unit has a telescoping handle SS _ DS ne iupe WI every 0zen 
C -@% ie. 
4 


that extends to 6 ft. It has a water 2 — yy DURO-PLASTIC ALUMINUM, Liquid STEEL and E-POX-E GLUE 
pressure rotating brush for wash- PLUS ~ [D> 
ing and a rubber squeegee for wip- : = ; aN eee: [) OzEN 

esis eer Seika = FREE "t and then some ~ 


. SaeeE=_ oeeee EE pre you a special recipe for extra profit! 


a - --* . 
—_— s. Merchandising Aids 
’ Here’s the best HARDWARE WEEK 
SPECIAL we've ever had for you. 


Not cone, not two, BUT THREE 

SPECIALS on the fastest 
selling items . . . in the 
nation’s fastest selling fix- 
it line. All are backed by 
the biggest advertising pro- 
gram in DURO-PLASTIC 
history. 


; a ~ | [ “man y <j , 
: a a cil am "EXTRA SPECIAL! \ 


: oc oe f really get 14 tubes for the price of 12 \ 
ing. A 4-position dial has off, on, because in every Baker’s Dozen there is a 


, , f tark NV ' valuable coupon. 12 of these coupons earn 
suds and super suds. Pistol grip ‘ a one dozen tubes a any DURO- 
ay +s 1@ © BD-SPA-1 DURO-PLASTIC ALUMINUM Offer LASTIC 69c item: LOCK-it, m, 
handle makes it comfortable to use. © BD-LS-1 Liquid STEEL Ensices ~ PLASTIC MENDER or WHITE , 
Packaged in an attractive display © BD-EPX-1 DURO-PLASTIC E-POX-E GLUE April 30,1961 “w » SVE. Complete details 


box, the unit retails at $8.95. Os- aS oo =e i ae 
rine Preducte Co. Desk: BAS Clee THE WOODHILL CHEMICAL CORPORATION 
Cove, Long Island, N. Y. 1390 East 34th Street +- Cleveland 14, Ohio 


“Originators and World's Largest Manufacturers of PLASTIC ALUMINUM” 
Want more facts? Circle 172, p. 129 


Item 53 
Spray gear lubricant 

Spray Products’ Open Gear Loob 
lubricates hard to reach areas 
quickly and easily without loss of 
lubricant. Protects gears from ex- 


cessive wear, rust and the ele- No. X2564 


ments. Comes in a 16-0z pres- 


surized can. Spray Products Corp., 5 piece open end wrench set 


Dept. HA, P. O. Box 1988, Camden S/ie”’ to 3/a” 
1, N. J. 





Item 54 
Masking tape dispenser pack 


This dispenser pack for Dutch ° 
Brand Masking Tape reduces time : Hardware Week Bargain 


and effort needed for masking oper- ‘ 
Compare these features ... drop 
forged, heat treated ...fits 10 different S 
size nuts—He—!' H—%—As— 2a —Vo 
—'%o— Ve —'Visa—%"... bright plated 
finish . . . precision-milled openings... a 


maximum torque bar design. Biggest . 
wrench value of the year. ..a sure regular price $1.98 


best seller! A-9517 See your jobber today! 


Viehek 7001 Co. “=. 
ae 


Cleveland r. i @ halle 

















Want more facts? Circle 173, p. 129 
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WANT 


ations. It incorporates a serrated 
cutting bar and free-wheeling roll 
of tape which allows users to apply 
and cut the tape with almost a 
single motion. Dispenser contains 
60-yd of either %, %4, or 1 in. wide 
crepe black tape. Johns-Manville, 
Dutch Brand Div., Dept. HA, 22 E. 
40th St.. New York 16, N. Y. 


Item 55 
7-hour mosquito repellent 


Seven hours of protection is pro- 
vided by this coil-type mosquito 
repellent. When lit, the coil gives 
off non-toxic fumes that instantly 
repel mosquitoes both indoors and 


outdoors. Called Pic, the coils are 
packaged two to a carton to retail 
for about 29¢, and 12 to a carton 
to retail for about 98¢. Pic Corp., 
Dept. HA, 480 Washington St., 
Newark, N. J. 


Item 56 
Attractive cooling unit stand 


The Rabar Porta Cooler, No. 
612, looks like a piece of furniture 
when it is stood on the No. 619 
Cooler Stand, available in two sizes. 
Stands are made of hardwood with 
natural walnut finish tapered legs. 
Furniture glides and cushions are 
included to minimize vibration and 
noise. The smaller stand, No. 618, 
is especially suitable for the Rabar 
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No. 611 Cooler. Retail price of 
stand No. 619 is $9.95; No. 618, 
$8.95. Rabar, Inc., Dept. HA, 10823 
BE. Rush St., El Monte, Caltf. 


Item 57 
All-aluminum dog houses 


These dog houses feature green 
enameled walls, embossed aluminum 
gable roof with air vents, and alu- 


minum floor for ease in cleaning. 
Model No. D-48 (right) retails at 
$34.95. No. D-30 (left) retails at 
$19.95. Trio Mfg. Co., Dept. HA, 
Griggsville, Ill. 


Item 58 
Hose nozzle merchandiser 


This hose nozzle grab bag con- 
tains 18 Trans-Flo transparent 
plastic nozzles. There are 9 each 
of green and amber nozzles in a 
7 x 5 x 5-in. floral container. The 


MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


nozzles, made of Tenite Butyrate, 
adjust from spray to stream and 
can withstand a pressure of 500 
lb. Suggested retail price is 49¢ 
each. Grab bags, weighing 2 lb 


scent Team eat BPP bs 
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each, are packed 8 to a carton with 
display cards. Vichek Tool Co., 
Dept. HA, 3001 E. 87th St., Cleve- 
land 4, Ohio. 


Item 59 
Redesigned battery lanterns 
Greater safety and dependability 
are features of the 1961 line of 
tadar-Lite battery lanterns. Four 
models in the line have a gun-type 
Switch-Lock which prevent acci- 
dental draining on battery. Other 
features are a non-breakable poly- 
styrene shield, restyled battery 


case, and squared-off lightheads. 


Model TW3, shown, with sealed 
beam and flashing red rear light 
retails for $12.70. Burgess Battery 
Co., Div. of Servel, Inc., Dept. HA, 
Freeport, Ill. 
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Item 60 
Fold-away high chair 


Ames’ Folding High Chair 
Model No. 6F-2, can be folded with 
one hand in a single motion. When 
folded it is 54% x 16 x 29-in. It has 
a positive safety lock, adjustable 
enamel tray, chrome finish, plastic 


feet, snap action safety strap, 
clean-easy fabric and quality hard- 
ware throughout. The unit can also 
be converted to a Youth Chair. O. 
Ames Co., Dept. HA, Parkersburg, 
W. Va. 


Item 61 
Package for masonry drills 
Rawlplug machined and _ twist- 
type Rawldrills are now packaged 
in a container which protects and 
displays the contents. Each con- 
tainer consists of two pieces, a 
heavy sleeve and a fluted insert. 
The insert grips drills firmly, vet 
keeps their full length visible. Ma- 


chined (M/T) drills are identified 
by boxes in red on black. For the 
twist type (R/T) drills, a white 
background replaces the red. A 
dozen drills come in each box. 
Rawlplug Co., Inc., Dept. HA, New 
Rochelle, N. Y. 


Item 62 
Deluxe 22 in. power mower 
This 22 in. Homko Bearcat pow- 
er mower has a Flexor Blade that 
absorbs shock when it strikes a 
solid object. It has a _ lifetime 
crankshaft guarantee, and features 
No-Spill Low Silhouette Air Clean- 


er, providing a clean, waste-free 
method of adding oil. Retail price 
is $114.95. Western Tool & Stamp- 
ing Co., Dept. HA, 2725 Second 
Ave., P. O. Box 357, Des Moines, 
lowa. 


Item 63 
Electric food warmer tray 


These Temptray electric food 
warmer trays are made of a spe- 
cially developed ultra high heat 
melamine with a _ porcelain-metal 
heating element that will not crack 
or shatter. The integrally molded 
handles remain cool at all times. 
The unit is UL approved. The 
Temptray is 20%-in. long by 12-in. 
wide. It’s available in Apple Blos- 
som, Irish Lace, Driftwood, and 
Walnut patterns. Retails for 


Akay Corp., Dept. HA, 
. Kolmar Ave., Chicago 41, 


Item 64 
Portabie outboard fuel tank 


This Sea Guard outboard fuel 
tank is made of Marlex and has 
6%34-gal capacity. It is corrosive 


and rustproof with molded in color 
that won’t chip or peel. Non-con- 
ductive qualities prevent electro- 
static hazards. Sinko Mfg. & Tool 
Co., Dept. HA, 7310 W. Wilson 
Ave., Chicago 31, Ill. 


Item 65 
Pea sheller mechanism 


Lee’s Green Pea Sheller will ap- 
peal to customers who have a gar- 
den or do their own canning. The 
tool will shell green, black-eye, lady, 
cream, crowder and other types of 
peas to be cooked, canned or frozen. 
Razor-sharp knife slits the pod 
while roller pressure explodes pod 
to expel peas undamaged. Lee Mfg. 
Co., Dept. HA, Box 6682, Dallas, 
Tex. 


Turn to p. 128 ‘for a listing of 
new aids to help you sell better. 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 129 for your copy 


ITEM 81—FISHING TACKLE CATALOG 

—Describes and illustrates the 1961 
line of Zebco rods and reels. In- 
dividual pages highlight the var- 
ious models of reels and include an 
illustration of the best companion 
rod for the reel. Zebco Co., Dept. 
HA, 1131 E. Easton St., Tulsa, 1, 
Okla. 


ITEM 82—STORM & SCREEN DOOR 
HARDWARE CATALOG— Features re- 
placement units for modernizing 
old doors, or replacing worn parts. 
Security’s series of locksets are 
pictured along with a complete line 
of knobs, chains, door closers, and 
the Comet convertible knob lock. 
Security Storm Lock & Hardware 
Corp., Dept. HA, 1515 Hart Place, 
Brooklyn 24, N.Y. 


ITEM 83— GARDEN TOOL REPAIR 
HANDLE CHART—This 8% x 11-in. 
card stock chart makes it easier to 
select the proper repair handle for 
garden and lawn tools and shovels. 
Illustrates and describes each han- 
dle and identifies the tool it fits, and 
includes instructions for re-handl- 
ing tools. True Temper Corp., Dept. 
HA, 1623 Euclid Ave., Cleveland 
15, Ohio. 


ITEM 84—SOLDERING TIPS CATALOG 
—Shows the Hexclad, Xtradur, and 
Durotherm lines of long-life Iron 
Coated Soldering Tips. Contains 
sketches and detailed specifications 
on each of the three types tips, and 
style of tip, point-size and over-all 
length for hundreds of different 
tips. No 603. Hexacon Electric Co., 
Dept. HA, 170 W. Clay Ave., Roselle 
Park, N. J. 


ITEM 85—CIRCULAR & BAND SAWS 
CATALOG—No. 60-CT lists all At- 
kins-Tipped circular saws and band 
saws for cutting woods, laminates, 
plastics and non-ferrous metals. 
Fully illustrated showing different 
carbide-tipped tooth styles and 
gives usage recommendations for 
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each saw. Atkins Saw Div. of Borg- 
Warner Corp., Dept. HA, Green- 
ville, Miss. 


ITEM 86—HAND TOOL MERCHAN- 
DISER BROCHURES—Each of three 
brochures contain detailed informa- 
tion, complete tool listings, sizes, 
and floor space required for each 
P &°C hand tool merchandiser. Al- 
so, the retail and dealer costs for 
each. The merchandisers are the 
Satellite 200, the Jet 350, and 
Rocket 150. P & C Tool Co., Dept. 
HA, Box 5926, Portland 22, Ore. 


ITEM 87——-POOL ACCESSORIES CATA- 
LOG — Covers Poolmaster’s 1961 
Walrus line of swimming pool ac- 
cessories. Also included is a new 
sales manual to quickly familiarize 
sales personnel with the products, 
their uses and key features. Pool- 
master, Inc., Dept. HA, 1285 Rollins 
Rd., Burlingame, Calif. 


ITEM 88 — MOWER/TILLER FACTS 
BooK — This Product Information 
Book contains selling suggestions, 
product and company policy in- 
formation, promotional and ad- 
vertising plans, and complete 
specifications and descriptions of 
every mower and tiller in the 
Turfmaster line. Dille & McGuire 
Mfg. Co., Dept. HA, Richmond, Ind. 


ITEM 89—FISHING EQUIPMENT CA- 
TALOG—The 74-page catalog de- 
scribes and illustrates more than 
30,000 items in Horrocks-Ibbotson’s 
line of fishing tackle. Also has re- 
productions of ad-mats, displays 
and other materials available for 
dealers. Horrocks-Ibbotson Co., 
Dept. HA, Utica 2, N.Y. 


ITEM 90—FASTENER CATALOG—Fea- 
tures all of Sharon’s refillable fas- 
tener merchandising racks along 
with the company’s TV Antenna 
Accessories Display and Color-Key- 
ed Key Kits. Complete specifications 


are given. Sharon Bolt & Screw Co., 
Dept. HA, Box 239, Norwood, Mass. 


ITEM 91—PLUMBING & HEATING 
SUPPLIES CATALOG—This 180-page 
catalog shows complete lines of 
heating supplies, brass goods, ena- 
melware and plumbing specialties. 
Elite Sales Corp., Dept. HA, 1051 
Irving Ave., Brooklyn 27, N. Y. 


ITEM 92—GARDEN HOSE CATALOG— 
Gives full details on B. F. Good- 
rich’s 1961 line of garden hoses. 
Includes new packaging, sizes and 
lengths, displays and local adver- 
tising materials. B. F. Goodrich 
Industrial Products Co., Dept. HA, 
Akron 18, Ohio. 


ITEM 93—-SUBMERSIBLE PUMPS BUL- 
LETIN—Covers the Deming heavy- 
duty submersible turbine pumps. 
The pump is shown in total and cut- 
away views. Capacity tables, in- 
stallation diagrams, performance 
data and the internal parts and op- 
eration are presented in easy-to- 
read form. No. 6730, Section No. 
50. Deming Co., Dept. HA, Salem, 
Ohio. 


ITEM 94—KITCHEN-BATHROOM CAB- 
INETS CATALOG — Features many 
bathroom and wood-grain, Pionite 
covered wood kitchen cabinets, 
shower and tub enclosures, vanities 
and bathroom accessories. Large 
photographs and easy-to-read spec- 
ification charts provide all informa- 
tion. Standard Steel Cabinet Co., 
Dept. HA, 8711 Milwaukee Ave., 
Chicago 41, Ill. 


ITEM 95—THREE HOUSEHOLD PROD- 
UCTS CATALOGS — Describes Hamil- 
ton Cosco’s household products. Sep- 
arate catalogs illustrate and de- 
scribe the company’s lines of stools, 
tables, carts — juvenile products — 
and card tables and chairs. Latest 
products are included. Hamilton 
Cosco, Inc., Dept. HA, Colwmbus, 
Ind. 


ITEM 96—OUTDOOR GYM SETS CATA- 
LoG—Features the complete Chan- 
nel Master line of 11 playgyms. 
Four basic new models are included, 
in addition to the new Lawn Swing 
Model 8009. Colorful sketches dram- 
atize the catalog’s theme: Channel 
Master’s Wonderful World of Kids. 
Channel Master Corp., Dept. HA, 
Ellenville, N. Y. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


fer you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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USE THIS TIME-SAVER 


IN YOUR STORE 


It’s the 1961 malathion display. Dave Garroway 
will use it on the NBC Today Show to help him 
sell malathion insecticides. It’s yours, free, 
to help you make your time more profitable. 





Actual size of 
display: 
20” x 2342" 


This display saves Dave Garro- 
way time because it saves him 
words by illustrating what he is 
talking about—insecticide use... 
malathion use. It saves you time 
because it saves you words, too. 
It gives customers the basic 
information they need to protect 
their whole garden from insects 
... With malathion. It educates 


Post these 


reminders (7”x 7%”) § 


and increase 
all your 
pesticide sales. 




















» FREE Tame ONE | 


CDP Bi, Contes, * 


customers, on their time... not 
on yours. This cuts down on time 
you spend before the sale... lets 
you spread your selling skill over 
a wider range of products. 

This full-color display hands 
out leaflets containing all the in- 
formation on the display. Display 
pockets carry the malathion in- 
secticides you stock and sell, and 


Name 


Send for FREE display, cards, and leaflets to: 
American Cyanamid Company, Agricultural Divi- 
sion, New York 20, N. Y. 


provide for profitable tie-in sales 
of application equipment. 
Malathion advertising 
backs up your sales 

Again this year, Cyanamid is ad- 
vertising malathion on a big 
scale — on the Today Show anid in 
national magazines. Take advan- 
tage of this advertising — tie in 
with the 1961 malathion display. 





Address 
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1. New color-coded package. : i ee ee display. 
Stock 10% more in same shelf space. : rderly, attractive, easy to keep stocked. 


sae MORO e 


3. New color-coded “tray pack” carton. 4. moines = ee 
Easier to spot in warehouse. akes only 442 sq. ft. of floor space. 


Pep’ NOW ITS EASY T0 CHOOSE 
i THE RIGHT BULB TO USE! 


hohe 


ean 


i ~ 
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COLOR 
PACK 


—the idea that started the boom! 


first bulb packages designed to raise 
retailers’. profits — and they are up as 
much as 66%*! 


first bulb package to consider the 
housewife — and she loves it. Sales are 
up as much as 66%*! 


first bulb package to consider your 
warehouse — takes less space, sizes are 
color-coded, easier to spot! 


first bulb package to eliminave the 
out-of-stock problem —stock boys can 
quickly see which sizes are “running 


out,” and restock the rack! New Profit-Maker 


Also ask your distributor about the 
new counter display for electro- 
luminescent PANELESCENT® Nite 
Lites by Sylvania that can add 


IF YOU’RE NOT PART OF THIS HAPPY SELLING SCENE, JUST REACH * ‘nite tne switen plete too 
FOR THE PHONE AND CALL YOUR SYLVANIA DISTRIBUTOR. ; 


"SYLVANIA 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS =) 


Lighting Division, Sylvania Electric Products Inc., Dept. 89, 60 Boston Street, Salem, Mass. In Canada: Sylvania Electric (Canada) Ltd., Montreal. 
< Want more facts? Circle 175, p. 129 Want more facts? Circle 175, p. 129 A 


*Based on sales results across the nation in chains and independents. 








HARDWARE AGE, April 6, 1961 © 133 








Hardware store becomes photographer's shop to gain new traffic. 


Traffic building gimmicks... 


Many dealers invest promo- 
tional money in traffic building 
gimmicks. Here is a gimmick that 
pays off to the dealer. The hard- 
ware store becomes a photogra- 
phers studio and is paid for each 
person photographed. 

The idea proved a good one for 
Mrs. Lloyd Ritter, proprietor of 
a hardware store and lumber yard 
that bears her name in Belvidere, 
N. J. 

A photographer approached 
Mrs. Ritter with the idea of of- 
fering free portraits of the chil- 
dren of customers on her mailing 
list. 

The store was to send out post- 
cards offering the free portraits 
to be taken on a given day, be- 
tween 10 a.m. and 3:30 p.m. 

Parents were to bring their 
children to the store. As many as 
10 to 12 poses would be taken, of 
one or more children, singly or in 
groups. 
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Here’s a good one 


The photographer paid the store 
25 cents per subject. 

Shooting day was a time of 
great excitement at the store. All 
day a queue of mothers and chil- 
dren moved from the entrance 
past the displays, then through 
to the photographer’s improvised 
studio in the center of the store. 
It wasn’t any quick-shoot proposi- 
tion. Care, skill and patience was 
displayed in posing and photo- 
graphing the children. Because of 
this, the operation was necessar- 
ily a little slow, but the mothers 
and children showed great pa- 
tience. 

Each woman had ample oppor- 
tunity to view the displays, make 
incidental purchases and see her 
friends. There was a great deal 
of interest and much favorable 
comment throughout the com- 
munity. 

Sixty-one children were photo- 
graphed in the one day of the 


promotion. More than a hundred 
shoppers came to the store in addi- 
tion to regular customers in a 
normally slack time of year. 

Within two weeks the photo 
studio advised mothers to be at 
the store to examine proofs. One 
5 x 7 portrait was supplied free to 
each parent. Any orders beyond 
that were up to the individual. 

The studio makes its profit, of 
course, on the sale of additional 
prints to the customers. 

Mrs. Ritter says that it is im- 
possible to judge the direct effect 
on sales, but she feels that the 
promotion was worthwhile as 
good public relations for the 
store. It brought in many of her 
regular customers and others who 
had never been in the store. 

The studio has asked for a re- 
peat in six months. Mrs. Ritter 
plans to go along with it. 





End 





sales tested by hundreds of retailers who said: 


“TERRIFICALLY SUCCESSFUL PACKAGE- 


CORD 
HOLDER 
keeps cord up 
and out of the 

way 


for ironing 
rinkle-free 


FOAM 

( PAD 
3-WAY 
Electrical 
Outlet for 
iron, light, 
radio, etc. 


50-FOOT 
Plastic Clothes 
Line 


a 


ARVIN 
“LOCK TOP” 
Ironing Table 
Patented Lock Top 
prevents pad/cover 
from bunching. T-leg 
sturdiness. Blue top; 
gold legs rubber- 
tipped. 


ARVIN 
0-PIECE 
IRONING 
TABLE 
ENSEMBLE 


39.88 


SILICONE 


| RETAIL 
a. % ‘wa: WITH FULL 


Reports of sales success after sales success 
have poured in from hundreds of retailers 
who have already used this Arvin 5-piece 
ensemble as a traffic and volume builder. 
This powerful package will do the same 
for you! Use it as your value-leader in 
your coming Spring-Summer housewares 
promotions. Send your order in today! 
Complete 5-piece ensemble is pre-packed 
in one carton for your convenience, and 
drop shipment is made to you within 48 


hours after receipt of order. 





F Gemernel by > 
Good Housekeeping 
<2 45 apyeanstd ait 


. THE FINEST QUALITY TABLE IN THE 

nie INDUSTRY TODAY! 

Quality features, from 

exclusive Lok Top 

~~ surface te four wheel 

roll-away construction, 

put this ironing table 

in a class by itself! 

| Included are dual 

. touch control bars for 

LS infinite height adjust- 

ys ment, heavy ribbed top 

construction, safety lock, eye appealing 

blue top and sparkling chromed legs. A 
real go-getter for those step up sales! 


MILLIONS OF FAMILIES ENJOY ARVIN PRODUCTS 


Want more facts? Circle 176, p. 129 


= caps’ MARKUP 


FOR YOU! 


See The Arvin Met. L. Top Line At These 
Permanent Show Spaces: 


501-2— Chicago Furniture Mart 
612—New York 1150 Broadway 
Arvin Sales Dept.—Columbus, Indiana 


S| 5 
Rit 
| @ 

rwiri 

eae & Housewares Div. 


ARVIN INDUSTRIES, INC. e COLUMBUS, INDIANA 
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Main entrance to new branch warehouse of Galbraith Stee! & Supply Co. in Lubbock, Texas. 


Galbraith Steel & Supply Co. 


opens new office-warehouse 


More efficient, faster service for dealers is provided by new branch 


office-ewarehouse with modern handling facilities. 


A new warehouse facility total- 
ing 110,000 sq ft marks the latest 
effort on the part of a wholesaler 
to provide more efficient, faster 
service to dealers. 

This is the new branch office- 
warehouse recently put into oper- 
ation in Lubbock, Texas, by Gal- 
braith Steel & Supply Co. 

Galbraith has its main offices in 
Dallas, and operates § another 
branch in San Angelo. 

The new 90,000 sq ft office-ware- 
house was constructed on a 300,- 
000 sq ft tract of land in a new 
industrial district in Lubbock. Ad- 
jacent to the warehouse is an ad- 
ditional storage facility for non- 
combustible goods. This building 
covers 20,000 sq ft. 

Modern equipment and methods 
throughout the warehouse section 
include the utilization of natural 
light from 94 skydomes in the roof. 

Fourteen docks speed up load- 
ing and unloading and will call 
pick-ups. Railroad car spots can 
accommodate up to eight cars at 
one time. 

The entire building is equipped 
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Welcoming Clint Skria, second from right, a dealer who came the 
greatest distance to attend the open house, is J. P. Elms, Lubbock man- 
ager. Joining in is J. S. Galbraith, Jr., left, and Jack Foxwirth, center, 
co-owners, and John Godley, Ruberoid sales representative, far right. 


Hiltieg. s 
Ptttwue #& 





VERY PROFITABLY YOURS FOR 1961 


The balanced, simplified line that satisfies every 
customer need with smaller, simplified inventories! 
Backed by more BFG national advertising than ever before! 








NEW packaging ff} : as 
NEW sizes & lengths Nh B.EGoodrich 


ee 


NEW Hf | 
gal //, GARDEN HOS 


ss Lilith LIGHTWEIC 
NEW local advertising AT oan EIGHT 
materials Vihtthe 3 


NEW EVERYTHING / 
/ f 46000 name BEGoodrich / gq 
TO HELP YOU SELL! 


So PLASTIC’ Tiles Rh 4 


~ 
owen 


we TO GROW wity 


Od rich 


This awning stripe display 
carton FREE with all BFG 
Koroseal and “Garden Club” 
hose shipments. 


New 1961 catalogue, yours FREE! 


For full details about garden hose for A good name to grow with B.EGoodrich 
1961, contact your distributor, or , 


write: B.F-Goodrich Industrial Prod- 
ucts Company, Akron 18, Ohio. 


Want more facts? Circle 177, p. 129 
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PERFECT 
For Paint 
Tie-in Sales 











Order Today—For Your Choice 
of These Displays ! 
"te. No. 906 Display Free when 
; you buy 24 prs. 
| Customers Pay You . $14.16 
. 9.06 


Costs You . 
You Make $5.10 


4 sm. — 12 med. — 8 lg. 


when you buy 36 prs. 


Customers , 
Pay You . . $21.24 # 
Costs You . . 13.59 


YouMake $7.65 \ 
6 sm.—18 med.—12 lg. ° 4 


The PIONEER Rubber Company 
108 Tiffin Road * #£Willard, Ohio 





Galbraith’s new warehouse 
(Continued ) 


with an intercom system. In addi- 
tion, all fork lift trucks are 
equipped with two-way radios. 

The offices are in an air-condi- 
tioned wing of the warehouse 
building. Modern equipment and 
methods provide speedier order 
processing, billing, inventory con- 
trol, and many other bookkeeping 
procedures. 

The catalog department is the 
newest addition to the Galbraith 
operation. In this department, the 
firm composes, compiles, prints 
and distributes up-to-date pages 
for some 1200 copies of its mer- 
chandising handbook. 

Fifty office and warehouse per- 
sonnel make up the Galbraith op- 
eration at Lubbock. 

The branch serves the Panhan- 
dle and South Plains region of 


Texas, eastern New Mexico, and 
southwest Oklahoma. The area 
involved extends roughly within a 
250 mile radius of Lubbock. 

The formal opening of the new 
warehouse was attended by more 
than 500 dealers, their families 
and friends of the Galbraith com- 
pany. In addition to refreshments 
and door prizes, guests were given 
a tour of the new facilities. 

Galbraith Steel & Supply is a 
partnership owned by J. L. Fox- 
worth, J. C. Galbraith, Jr., and 
H. S. Galbraith. 

Heading the Lubbock operation 
is J. P. Elms, branch manager. He 
will be assisted by A. C. White, 
purchasing agent; Ned Craig, of- 
fice manager; Delton Tapp, cata- 
log department supervisor; and 
H. B. Stewart, warehouse superin- 
tendent. End 





Fork lift trucks are equipped with two-way radio. 


Want more facts? Circle 178, p. 129 A 
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“SURE, YOU CAN 
CURE YOUR 


WET WALLS LADY! 


It’s easy...with Bondex 
® Waterproof Cement Paint 
@ and Bondex Additive. Just 

' mix it up and brush it on 
as though you were butter- 
ing a pan. You can forget 
about removing the old 
paint too. Bondex with 

Additive goes on over old 

finishes, penetrates, and 

really waterproofs in one 
easy application. My cus- 
tomers will not settle 
for less than Bondex, it’s 

GUARANTEED water- 

proof or your money back.” 


NOTE TO DEALERS: Remember there’s a BONDEX product for every 
and protection problem. For stubborn, flowing leaks recommend Quick Plug. 


THE REARDON COMPANY « 7501 PAGE BLVD., ST. LOUIS 14, mo. faa. 


© THE REARDON COMPANY 196] 


paint, patch, 





Big holiday is coming, 
here’s way to promote 


Here’s an idea for promoting 
Decoration Day (May 30) sporting 
goods’ business, used for several 
years with good results by Bab- 
cock, Hinds & Underwood Hard- 
ware, Binghamton, N. Y. 

Each year, shortly before Deco- 
ration Day, the store spots an ad 
in a local newspaper, built around 
the theme: “Get set to play decora- 
tion day with sports equipment 
from Babcock’s Sport Shop.” 


The ad features sketches of men 
and women engaged in such sports 
as golf or tennis. 

The store uses this sales pitch 
in the ad: “Remember the two fea- 
tures that establish us as the out- 
standing sportshop in this section. 

“Mammoth assortments in stock. 

“The lines we carry are tops in 
quality.” 

Residents of the Binghamton 
area are invited to check the hard- 
ware store for equipment for fa- 
vorite Summer sports. Among spot- 
lighted sports are: archery, base- 











your wife can sell WAS 
packaged like these 


Maybe your wife helps out sometimes, and maybe she doesn’t 
— but ask any woman who has seen our Mil-Pac Twins pack- 
age, and we’ll bet she’ll agree this is the best way yet developed 


to sell washers! 


maker .. 





Naturally Wrought Washer, the world’s 
largest producer, developed this dual-sales 
. all dolled up in a neat yellow- 
and black carton holding two red-topped 
plastic tubes of lock washers and flat wash- 
ers. We repeat: you sell two items instead 
of one, every time. 


Packaging alone isn’t enough, so you should remember this 
is top- quality merchandise, offered only by the best-known 


brand name in washers, completely a 


able, too. Stock up now. 


Order from your jobber. Ask 
your jobber to show you 

rought Washer’s other 
sales-minded packages: ex- 
clusive Klip-Pac, Assort- 
ments and Single Tubes, 
Standard Shelf Packs, Bulk 
Washer Containers. 


WW /3/6061 /HP 


. very profit- 


2108 SOUTH BAY STREET, MILWAUKEE 7, WIS. 
SHeridan 4-0771 « twx MI 277 


WORLD'S LARGEST PRODUCER OF WASHERS 


Want more facts? Circle 180, p. 129 
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GET SET TO PLAY 


DECORATION DAY 


SPORTS EQUIPMENT 


FROM 


BABCOCK’S 
SPORT SHOP 


Remember the two features that 
establish us as the outstanding 
sportshop in this section. One- 
mammoth size assortment in 
stock: two the lines we carry are 
tops in quality. Yes, you can 
rely on Babcock's for 

the finest in Sports equipment. 


your favorite 
Sport 

@ ARCHERY 
@ BASEBALL 
@BADMINTON 
@ CAMPING 
®@ FISHING @ WATER 
@ CROQUET SKIING 


Remember, “it Pays te Play” With Sports Equipment From — s 
BABCOCK’S SPORT SHOP WHERE VACATIONS WITH HAPPY ENDINGS GIN 


e GOLF 

@ PICNICING 
@ SOFTBALL 
@ TENNIS 








aah ay epee & : UNDERWOOD) 


Street 








"Sports headquarters’’ is the theme. 


ball, badminton, camping, fishing, 
croquet, golf, picnicking, softball, 
tennis and water skiing. 


‘‘Never sell one key” 
says a volume dealer 


“Why sell just one house or car 
key when you’re making dupli- 
cates?” says a Philadelphia dealer. 

“You have the machine all set, 
and it’s only a matter of a few min- 
utes to make two or three match- 
ing keys instead of one. 

“Some time ago I got to think- 
ing how easy it would be to sell the 
second or third key, just by mak- 
ing it a bargain. That is, one key 
is 25¢ for cutting. I offered two 
for 45¢, then later, three for 65¢. 

“As I figured, most customers 
took advantage of the suggestion 
and the savings. Almost everyone 
can use a spare house or car key. 
It takes only a reminder to make 
them aware of it,” the dealer says. 

“The fraction of extra time it 
takes to cut the blank then file 
rough edges makes the service, 
even at a few pennies lower price, 
much more profitable.” 





ANG 0) AP PCO 





mee BAT 


SOLID ONE PIECE PLASTIC SEAT 
NO. 170 . 


« flat seamless surfaces + withstands hun- 
dreds of pounds of pressure « vinyl 


replaceable bumpers « plastic covered hinges 
AMERICAN PLASTIC PRODUCTS CO. Hamtramck, Michigan 


Want -.ore facts? Circle 181, p. 129 
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Engine access door makes engine servicin 
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easy; serves as parcel tray when closed. 
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CHEVROLET ANNOUNCES A NEW 
72-TON ROUTE-DELIVERY PANEL 


STEP-VAN /! 


JUST RIGHT TO MAKE YOUR PROFITS JUMP! Here’s a brand-new multi-stop hauler from Chevrolet— 
a brand-new way to clamp down on rising delivery costs! With its “just-right” size, reserve of 
economical power, rugged build and velvet-smooth ride, the Step-Van 7 offers profit-producing 
efficiency no other truck in this class can match. Here are 211 cubic feet of load space, astride an easy- 
handling 102-inch wheelbase, powered by the famous, gas-saving 135-h.p. Thriftmaster 6 engine. 
This ideal combination of cargo space, power, agility and thrift is teamed with Chevrolet’s road- 
smoothing Independent Front Suspension—an advancement that saves truck wear, reduces main- 
tenance. cargo damage and driver fatigue. Check the dimensions in the drawing below. Then scan 
the features listed below. Just see if this one doesn’t promise something big in the profit column on 


that job of yours! 


EFFICIENT SIZE! 211 cubic feet of man-high cargo 
area for easy load handling ¢ 5,400-lb. maximum 
G.V.W. rating means strength to spare e« 1,200-lb. 
payload capacity for more profitable trips *« Choice 
of wide-opening rear doors (38” width is standard; 
54” and 66” widths are optional at extra cost) °* 
Roomy, comfortable driver compartment ¢« Low 
(2554") rear door loading height e Easy-handling 
(166”) over-all length with short 102” wheelbase (turns 
around in a 341%-ft. circle!) e Bird’s-eye visibility 
with no-hood design and big safety glass windows. 


EXTRA POWER! Famous Chevrolet Thriftmaster 6 
engine provides power aplenty for passing, thrifty per- 
formance at near-idle door-to-door speeds « High 
8.25:1 compression ratio squeezes extra miles from 
every drop of regular gasoline « Positive engine ven- 
tilation (standard) protects engine from harmful 
vapor build-up caused by prolonged idling e Forged- 
steel crankshaft, aluminized exhaust valves, oil-bath 
air cleaner, precision bearings and all-weather elec- 
trical system help keep maintenance costs low. 


TOUGH BUILD! Strong rigid X-member frame con- 
struction ¢ Tough Independent Front Suspension 
with 2,500-lb. load-carrying capacity ¢ Rugged 
3,500-lb.-capacity semi-floating rear axle with quiet- 
running hypoid gears * Widest choice of transmissions 
in this truck class: 3-speed synchro-mesh is standard; 
3-speed heavy-duty, 4-speed and Powerglide trans- 
missions are optional at extra cost ¢« Big, long-lasting 
167-sq.-in. Torque-Action brakes ¢ Rugged 10” 
clutch with smooth-operating hydraulic control ~« 
Sturdy friction-free rear coil springs with low deflec- 
tion rate for more effective cushioning ¢ Easily 
removable front quarter panels and grille that permit 
quick replacement of parts. 


SMOOTH RIDE! Chevrolet Independent Front Suspen- 
sion that beats truck-busting bumps, reduces truck 
wear, maintenance expense, cargo damage and driver 
fatigue to new lows ¢ Tough friction-free torsion 
springs cushion the ride ideally ¢ Rigid control arms 
guide the wheels in 
precisely engineered 
paths, minimize mis- 
alignments by big 
bumps e Job-matched 
shock absorbers assure 
maximum ride control « Independently suspended 
front wheels “walk” over bumps individually; there’s 
no rigid I-beam connecting them. 

The Step-Van 7 is supplied by Chevrolet as one 
complete body-and-chassis unit; or, if your needs 
require it, a chassis-only version is available to accom- 
modate your special body. See your dealer soon!.. . 
Chevrolet Division of General Motors Corporation, 
Detroit 2, Michigan. 





1961 CHEVROLET STURDI-BILT TRUCKS <zZgeeray” 


Want more facts? Circle 182, p. 129 
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Can you identify this man? 


This man is today’s tough pump customer. You can recognize him by the following 
habits which he is known to follow. He insists on full value for every dollar he 
spends. He looks to his pump dealer for help in selecting the proper pump for his 
water needs. He demands that the pump he buys will deliver all the water he needs 
— whenever and wherever he needs it. He expects the pump he buys to last for 
years, without costly and unnecessary service calls. He searches for the best buy 
available —but is willing to pay for quality when its value is proven. 


Can he identify you ? Does this pump prospect know you sell quality 


Myers pumps? Does he know you are qualified to help him select and maintain 
his water system? Does he know the address and phone number of your place 
of business? Does he know you also sell and service a complete line of Myers 
Olympian water softeners and filters? Can he locate your place of business easily ? 


a. Sel|P NOW! To make it easy for this man and all pump 


prospects to find you, Myers offers you an opportunity to buy all Myers identi- 
fication materials at greatly reduced prices. Every single dealer identification 
item from huge illuminated signs to action-getting envelope stuffers are avail- 
able at low, low prices ...or free. Act now! Make sure you are identified as the 
local Myers Dealer. Special price offer expires June 30, 1961. 


a REWARD 


More pump sales and bigger profits will be the reward for every Myers dealer who 
ee uses this opportunity to build his reputation and prestige by identifying himself 
_ ___._ with Myers. For complete details, contact your Myers wholesaler salesman today. 











ss 




















| The F. E. Myers & Bro. Co. 
Myers’ ASHLAND, OHIO ae ONTARIO 


SUBSIDIARY OF THE MCNEIL MACHINE & ENGINEERING CO. 
Want more facts? Circle 183, p. 129 
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a tax saving 
suggestion 


Save money on contributions .. five merchandise 


Do you know that you can save 
tax money when making charitable 
contributions if you make a gift of 
merchandise? 

If you make a contribution in 
the form of merchandise, the gov- 
ernment permits you to use as a 
deduction the fair retail price of 
the goods, rather than the whole- 
sale cost. 

If you take your pencil and do a 
little calculating, you’ll discover 
that contributions in merchandise, 
rather than cash, will give you 
some real tax savings. At the 
same time it will enable you to ex- 
pand your charitable contributions. 


Authorization for handling a 
gift of merchandise in this man- 
ner is covered on p. 21 of the In- 
ternal Revenue’ Bulletin dated 
March 31, 1959. 

If you plan to use this method 
of making a gift, be sure to first 
check with your accountants for 
details, or get a copy of the IRS 
Bulletin. There are some technical 
angles concerning what is the “fair 
market price” that you should un- 
derstand. 

The advantage of using this 
method for making charitable con- 
tributions was brought to the at- 
tention of HARDWARE AGE by Rich- 
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“Drat that fool Johnson! Does he 
have to demonstrate every item he 
sells?" 


ard England of Hechinger Co., 
Washington. 

Mr. England is president of the 
Davis Memorial Goodwill Indus- 
tries of Washington and is encour- 


to make merchandise gifts to the 
Goodwill Industries. 

Both new and old merchandise 
is covered in this proposal, as well 
as customer returns, store fixtures, 


aging stores and other businesses 





Cash in on 
The GROWING 


CONSUMER 
PREFERENCE 





Whether your customer is a professional 
builder, home repair contractor or do- 
it-yourselfer . . . chances are he'll ask 
for ARROW by name when he’s in 
the market for tackers. These are the 
prime prospects who recognize and ap- 
preciate lasting quality and dependable 
performance in their tools. That’s why | 
they prefer to buy ARROW over other 
tacker brands. 


And ARROW brand name acceptance 
continues to grow through consistent 
National Advertising in leading con- 
sumer, industrial and specialty 
magazines. 


No. T-50 
All-Purpose 
STAPLE GUN 





e ‘Saves time and labor 
on 1001 heavy duty 
staple-nailing jobs. 


Price: $12.50 





Heavy Duty 
Good reasons why you should stock Sh spaces toe 
and sell ARROW TACKERS — the 
brand that will be in greater demand 


than ever, this season! 


SOLD ONLY THRU THE TRADE — 
NEVER DIRECT TO THE CONSUMER! 


)- eer 


ARROW FASTENER CO., INC. “SS 
1 Junius Street ¢ Brooklyn 12, N. Y. 


Pioneers and Pacesetters for Over a Quarter Century 


CANADIAN REP 
Gordon Lightstone 


Rapid nailing tool 
for roofers, insulators 
and other applicators. 


Price: $16.50 








No. JT-21 
Junior 
STAPLE GUN 


For light duty tacking jobs. 
ideal for housewife. 


Price: $4.95 





M. Doavis 
170 No. Roberston Bivd., 
Beverly Hills, Calif. 


1180 St. Antoine Street 
Montreal 3, Que. 


WESTERN REP | 
J 
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Stock these 
IRON CITY TOOLS 


for 75% of your heavy 


hand tool requirements 


Here are the Iron City Tools with 
the fastest turnover. Three of every 
4 calls for heavy hand tools are for 
one or more of these items. You 
can stock the weights listed with 
confidence — they'll move. 


No. 325-H 
DOUBLE-FACE 
SLEDGE 


4, 6, 8, 10, 12 LB. 
most popular 


No. 63-E 
EXTRA QUALITY 
WRECKING BAR 

24”. 30” 36” 

Length 


“ae” No. 63 
CARPENTERS’ 
WRECKING BAR 
i. 3, a. 3. 
36” Length 


DIGGER 
16 LB. 


No. 2% 
CLAY PICK 
5, 6, 7, 8 LB. 


No. 280 
CONTRACTORS’ 
PICK 
8 LB. 


No. 229-H 
NEVADA (Long Pattern) 
STRIKING HAMMER 


8 LB. 3, 4,5 LB. 


IRON CITY TOOL WORKS, Inc. 


P. O. BOX 791 * WARREN, OHIO 
Want more facts? Circle 185, p. 129 
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No. 400 
SQUARE HEAD 
WEDGE 
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from Hardware Age Readers 


I’m not mad, but...! 


Dear Editor: 


I read with interest the editorial, 
“Sour Thinking” (Jan. 26, p. 7). [f 
a dealer sometimes feels that his 
suppliers are not much interested 
in anything but the dollar profit, I 
think he can pick instances where 
such feeling might be justified. 


We never kick, we try to repair 
and salvage anything we get burned 
on, but we do not forget it quite so 
easily. Let me cite a few such 
instances. 

I bought a radio-record player 
combination. It wouldn’t work on 
arrival. We serviced it, but could 
not get the noise out of it and 
finally returned to the factory. 
Knowing the president personally 
I wrote him the complaint. His 
reply, “Certainly our good friend, 
Mr. Stone, must be satisfied. The 
machine was repaired and re- 
turned by the factory and was 
exactly the same as before. 


I wrote again and was in- 
structed to send it to a repair shop 
in Chicago. They repaired and re- 
turned with no results. 


Freight and express charges 
amounted to $18. This was a na- 
tionally advertised line, that re- 
tailed for about $200. 


Last summer we received sev- 
eral lawn mowers that wouldn't 
start until we had worked them 
over. Sold one rider from the lot to 
a customer who complained it 
would not pull itself. Wrote com- 
pany and was told that if we did 
this and that the machine would 
work. 


We did all they suggested. Fin- 
ally we gave the customer a full 
refund, with apologies, because we 
just couldn’t keep the thing operat- 
ing satisfactorily. Salesmen came in 
after an order and I told him that 
I felt that he was an awfully nice 
guy to be wasting his time selling 
such a miserable product. He said 
for me to return the rider to the 
factory and they would repair it. I 


presume I will do so and use it my- 
self. This was a nationally adver- 
tised top product again. 


I sold six top quality locks to a 
coal dealer. At the end of a couple 
of weeks the shackle came out of 
one and he returned it. I replaced 
and disposed of the old one. With- 
in six months all shackles had 
come out of this particular lot. I 
replaced the lot, and returned the 
remaining five to the manufac- 
turer for replacement. 


From a man who signed himself 
as the “Service Manager” I re- 
ceived a terrific tongue lashing 
because he said that the user had 
not properly washed and lubri- 
cated the lock. They replaced the 
lock, stating that they were doing 
this because of their very “liberal” 
replacement policy. 

“Bellyaching” customers we al- 
ways have and suppliers must 
have the same kind of dealers, 
but from my personal experience 
I know not all suppliers are “lily 
white.” We are thankful that most 
suppliers try and do a good job for 
us. The other kind we try and get 
along without. 

I’m not mad, I am very happy. 
We are making money and have a 
lot of very fine customers and a lot 
of very fine suppliers. One of the 
reasons for having the very fine 
customers, we think, is that we 
lean over backwards when they 
have a gripe—fair or unfair—and 
we will refund the full purchase 
price if we cannot make a satisfac- 
tory adjustment, and add our apol- 
ogies in addition to that. 

Yours truly, 
W. J. Stone 
Ace Hardware 
Streator, Il. 


Crocodile Tears? 
Dear Editor: 


I can’t resist offering my com- 
ments on the letter from a 





manufacturer on p. 47 of the 
Feb. 23 issue. The argument the 
writer advances is so familiar that 
it’s annoying. 

At a recent hardware show, the 
sales rep of a power tool firm 
whose products are in every cut- 
price discount house, gave me the 
same “we’ve tried for years to 
find who sells them” routine. 

The same crocodile tears are 
shed by appliance manufacturers, 
power mower manufacturers, house- 
wares manufacturers, and others 
across the country. They are not 
very convincing. 

However, there are a few manu- 
facturers who have demonstrated 
that weak excuses are not neces- 
sary. These few firms have found 
effective methods of controlling 
the reputation of their products. 
Those who play footsie with the 
discount tribe could learn from 
these manufacturers, if they really 
wished to. 

Incidentally, we’ve found an ef- 
fective way to handle the situation 
when a customer asks for the 
type of tool found at discounters. 
We just say casually, “We don’t 
stock that. That’s discount house 
merchandise. We can get it for 
you, if price is important, but if 
you want quality. ...” On the 
rare occasion when the customer 
accepts our offer to get the tool, 
we do, even if it means selling 
at our cost or below. 

Very truly yours, 
L. M. LaBar 
Merit Hardware, 
3ethlehem, Pa. 


We need cooperation 


Dear Editor: 

In the past year many articles 
have been written about the retail- 
er and his fight for survival in this 
complex merchandising age. 

Many of these articles blame 
the retailer for his inability to 
adjust, government pacification of 
big business, indifference on the 
part of the manufacturers as to 
whom they sell their products, and 
a myriad of other reasons too nu- 
merous to list here. 

Every one of these well-meaning 
authors is correct in his summary 
of what is happening to the retailer 
of today. Yet, no one has been 
able to compile all of the reasons 





COSTS LESS 
THAN IMPORTS 


AND GUARANTEED BETTER 


. . . because they’re precision made, hardened and tempered 
throughout, under rigid atmospheric and electronic control. 
Upland engineered-automation entirely offsets low Japanese 


and European starvation wages. 


... assures you lowest price-plus highest uniform quality, and 


full employment for American workers. 


Say “NO” to imports and “YES” to “UPLAND”. 
Make Upland your headquarters for pliers, hex keys and 


wrench sets. Call your jobber today. 


New improved 61,” slip joint 
plier. Available also in 8” and 
10” in all grades and finishes. 
Lists from $.45 to $1.00. 
Complete line of hex keys and 
hex key sets from 7 pes. to 18 
pes., packaged in plastic ard 
pilfer-proof pouches. Lists 
from $.19 to $1.39. 
Four and five piece open end 
wrench sets; clip and skin 
packaged. Can retail as low 
as $.99. 
NEW! Metric hex key sets for 
foreign cars and machinery. 
Lists from $.75 to $3.50. Open 
stock available. 

WRITE FOR NEW CATALOG #11 
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INDUSTRIES 





sian 1260 UPLAND INDUSTRIES. INC., UPLAND (Suburb of Chester) PA. 
Want more facts? Circle 186, p. 129 
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into one summary which is com- 
plete and easy to follow. 

We of the hardware field must 
have more cooperation between the 
manufacturer - wholesaler-retailer 
combination. Each member of this 
team must have the ability to 
look ahead by five or ten years 
and try to better his present com- 
petitive position. 


In order for the hardware re- 
tailer to regain a larger portion 
of the consumer’s dollar (1959 
figures show that the hardware 
retailer captured only 0.82 per 
cent of the consumer’s dollar) we 
must start a campaign to awaken 
not only wholesalers and manu- 
facturers but ourselves as well. 
We, the hardware retailers, must 
have the following items available 
for our continued success: 


(1) Co-op advertising allowances 
from the manufacturers. 





a 2 niece i, 2 eS % = 
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Panzer puts vol in the nrofit seat 


(2) An increasing amount of 
commercial advertising intermixed 
with institutional advertising. 


(3) Improved buying techniques 
on the part of the dealers, such 
as consolidation of suppliers from 
ten wholesalers to five or less, and 
decentralization of buying respon- 
sibility. 

(4) Better display of merchan- 
dise. 

(5) Better promotion of mer- 
chandise, to create traffic to the 
store, and to sell quality and ser- 
vice. 

(6) Stock control 
turnover. 


and better 


(7) Accurate price control. 


(8) The intangible called Ser- 
vice: The desire to serve a custom- 
er must be apparent; ways and 
means must be found to improve 
services offered, and services ren- 
dered must be checked periodically 
for successful usefulness. 


In closing, let me repeat that 
we of the team must pull together 
by trying to understand each others 
problems. We must be ready to 
look for ways and means which 
not only help us as individuals 
but also help others in the hard- 
ware industry. 

Sincerely yours 
Bernard Greengus 
Atlas Hardware 
Chicago, IIl. 





for spring garden tractor sales! 


Product of established, 70-year old manufacturer. User- 
proved 6 years, Panzer gives you top sales power! No other 
compact tractor has these exclusive selling features: 
@ No Gears to Shift! 
@ Floating Power! 


@ Actual Automobile 
Differential! 











@ Most Working Weight! 
@ Turns on a Dime! 

@ Safest on the Market! 
® Easiest to Maintain! 


Briggs and Stratton powered, with 5% HP engine, recoil starter 
and automatic choke « electric starter-generator model available « 
three forward speeds * positive action, geared steering * aqua 
baked finish, white trim. 

TO BUILD SURE, FOLLOW-UP PROFITS Panzer offers 20 customer- 
wanted attachments! 


Hurry! Dealerships still open! For full details on profitable 
solidly-backed dealerships, call Panzer collect now! 


P ANZER PRODUCTS, INC. WaynesboroVa. Phone WHitehall 2-8205 


A subsidiary of Virginia Metalcrafters, Inc. e Quality Metal Products Since 1890 


“He'll take this roaster with the 
cigar burns on it...” 


Want more facts? Circle 187, p. 129 A 
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Merchandising for profit 


“Our 

Tool Sales 
are up 244 
with our 
Proto SD4* 


Rotary 
Merchandiser” 
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Irwin and Bob Botto, Botto Brothers Hardware, Hicksville, Long Island. 


That's the success story of hundreds of Proto dealers 
across the country. Some say 10%, some 15%, some 
more! It can be your story, too. Here’s why: 


THE RIGHT TOOLS FOR YOUR TRADE: The SD4 builds 
impulse sales by displaying 191 Proto tools most needed 
by your trade. (70% of all tool sales are impulse sales. ) 
It revolves for easy customer shopping. It shows price, 
size, number and outline of each tool. Makes it so easy 
for your customers to buy. Makes it easy to re-stock too. 


GUARANTEED QUALITY. Your Proto sales are backed by 
over 50 vears of proven quality leadership. The majority 
of tools are drog-forged from tested Protoloy® alloy 
steel for the most strength. Every tool inspected and 
guaranteed to pass your toughest trade requirements. 





RELIABLE POLICIES. Proto has established reputable pol- 
icies for distribution, prices, discounts, shipping, 
replacement —to guarantee you a steady, sound, higher 
profit structure. 


WELL KNOWN, WELL SUPPORTED. The Proto line is 

known by professional mechanics and do-it-yourselfers 

around the world. Proto has a long-established network 

of Hardware partners...leading wholesalers and dealers 

| all over the country. They have helped Proto maintain 

nate ae hein merchandising and promotion leadership over the years. 
Tol: ieee Proto, in turn, gives them strong support—see next page. 


°K (The Bottos have just ordered a larger Proto SD11 Rotary Toolmart 
to handle their growing business.) 





Proto dealers get strong support... 


MARKETING MANPOWER SUPPORT 


Your Proto sales efforts are backed by a profes- 
sional marketing organization geared to give you 
most sales... best service. 8 REGIONAL MANAGERS, 
under the Hardware Sales Vice-President, keep 
close track of area conditions. They’re sensitive to 
your problems. And they recommend and coordi- 
nate programs tailored to your needs. 


ADVERTISING AND 
MERCHANDISING SUPPORT 


Ads pointing out the special features of Proto 
tools pre-sell your trade in national magazines 
such as Popular Mechanics, Popular Science, and 
Mechanix Illustrated. 


Front door decals, banners, streamers and 
other promotional aids remind your customers and 
create interest. 


Merchandisers of all types.. 
ter cards on new tools.. 


. Including coun- 
.make on-the-spot sales. 


Your customers are pre-sold by the advertis- 
ing...re-sold by good merchandising, service and 
satisfaction. 


Join Proto’s Partnership for Profits. Use your 
Proto support of manpower, advertising, and mer- 
chandising...and watch your tool sales jump. (The 
Bottos, see reverse side, report a 24% increase in 
sales and a 16% increase in PROFITS.) 


Call your Proto wholesaler today for details 
on his easy Proto pay-as-you-go terms, or write to: 


DIVISION OF 


PROTOSTOOLS 


PROFESSIONAL ley veiaam | © lesa; 
2213 Santa Fe Avenue, Los Angeles 54, California 


513 Allen Street, Jamestown, New York 
1713 Oxford East, London, Ontario, Canada 


See other side, too. 


25 FACTORY SPECIALISTS service you...always 
looking for ways te make your selling job faster 
and more profitable. 


This strong team helps implement the most 
complete advertising and merchandising support 
in the industry. 


pemet® TOOLS 
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JAMES W. PEARSON, 
before entering the retail 
field, worked for seven 
years as a price clerk and 
salesman for Baker & 
Hamilton Co., San Fran- 
cisco wholesaler. He also 
served one year as a sales- 
man for Seller Bros. & Co., 
another San _ Francisco 
wholesaler. In March, 
1916, Mr. Pearson decided 
to enter the retail field on 
his own. This was the be- 
ginning of the Pearson Hardware Co., Oakland, 
Calif., which will celebrate its 45th year this 
month. Mr. Pearson was instrumental in organiz- 
ing the Piedmont Avenue Merchants Assn. of Oak- 
land. He is a member of the American Legion, 
having served in the Medical Corps during World 
War I. Mr. Pearson does not profess to have any 
steadfast hobbies, but spends his spare time ana- 
lyzing and trying to solve hardware dealers’ prob- 
lems. Mr. Pearson’s son-in-law, J. Herbert Ander- 
son, is a buyer for the Pearson Hardware Co. 


EDWARD G. ANDER- 

SON, SR., served his en- 

tire hardware career with 

the Seattle Hardware Co., 

wholesaler at Seattle, 

Wash. Mr. Anderson be- 

gan in 1910 as a file clerk 

and after four years was 

transferred to the ware- 

house where he became or- 

der clerk and stock man. 

He later transferred to the 

adjustment department 

where he spent four years, 

to be followed by four more years in the pricing 

department. From there he went to the city sales 

desk, and later to industrial sales. Before the 

war, Mr. Anderson covered the Walla Walla area 

as a salesman. When war broke out he returned 

to the home office and became industrial sales 

manager. He later became government sales man- 

ager. At present, Mr. Anderson is manager of 

the pricing department. He is an active Mason, 

a Past Master of his Blue Lodge, and Past Patron 

of the Order of the Eastern Star. He is also a 

member of the Royal Arch Masons, Knight Tem- 

plars and Nile Temple Shrine. His sister, Esther 

Anderson, has been with the Seattle Hardware 
Co. for more than 25 years. 











TWICE the rake 


means half the 


and double 


the PROFIT 


WITH 


Y AMES 


tomk 
"s “LEAFCOMB RAKE” 
A durable, 3 feet wide, light weight 
rake that’s perfect for cleaning up large 
lawn areas in less than half the 
time it used to take. 
\ >" 


\ 
‘ 
~ 


Handy “Hang-Me- 
Up” hook at end 
of 60” handle for 
space saving wall 36 replaceable steel teeth 
storage. that merely snap in and out. 











LITTLE SWEEP 
“SHRUBCOMB RAKE” 


The ideal tool for cleaning under 
shrubbery and around flowers. Flexible 
teeth prevent plant injury. A narrow 
head and full length handle make it 
easy to use. Replaceable teeth. 











” 
rm é freer produit Thru higher slandards 
1774 GARDEN SHEARS « SHOVELS « GARDEN TOOLS 

METAL HOUSEWARES « CASUAL FURNITURE 


O. AMES CO. PARKERSBURG, WEST VIRGINIA 
Want more facts? Circle 189, p. 129 
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for 
over 
75 years 


...MeGILL 


and RAT TRAPS 


Over 75 years of customer preference at- 
tractively packed in this convenient, self- 
service 2-PAC. Eye-appealing, buy-appeal- 
ing, pre-priced two for nineteen cents, and 
transparent package are proven traffic 
stopper features. Easy dependable, four-way 
trigger action build customer satisfaction. 


ALSTEEL 2-PAC 


This attractive, nickel- 
plated Alsteel 2-PAC 
sells itself. Easy and safe 
to set, sanitary ejection 
plus fast, dependable 
action features trap 
more sales. 


GEM TICKET PUNCHES 


A quality pressed steel 
nickel-plated punch with 
knurled handles at a 
popular low price. Avail- 
able with six assorted 
dies and three round 
dies. Pre-priced card 


attached. 
METAL PRODUCTS 


McGIL COMPANY 


MARENGO . YLLINOTS 


= 


Convention Calendar 





conventions 


shows 


conferences 














For complete details about the conventions listed by dates below use 
the alphabetical listing following this quick check list. 


Southern Hardware Convention, 
Miami Beach, Fla. 
National Assn. of Sheet Metal 
Distributors, Spring Meeting, 
Cleveland, Ohio. 


Pacific Coast Conference of 
National Builders’ Hardware 
Assn., and the American So- 
ciety of Architectural Hard- 
ware Consultants, Palm Springs, 
Calif. 

Industrial Supply Convention, 
Atlantic City. 


United Hardware Distributing 
Co., Annual Toy Show, St. Paul, 
Minn. 

Cotter & Co., Semi-annual Con- 
vention & Fall Toy & Gift Show, 
Chicago. 

Piedmont Hardware Co., An- 
nual Toy Show, Danville, Va. 
S & M Co., Dealer Show, Min- 
neapolis, Minn. 

Ace Hardware Corp., Summer 
Convention & Toy Show, Chi- 


cago. 


Convention Check List 


July 


August 


September 


October 





18-21 The Lawn Mower Institute, Inc., 
Annual Convention, Asheville. 


N. C. 


9-13 National Retail Hardware 
Assn. Congress, Denver, Colo. 

10-14 National Hardware = Exhibit, 
Chicago. 


7-10 Eastern Housewares Show, New 
York, N. Y. 

29-31 Allison-Erwin Co., Fall Hard- 
ware-Housewares Show, Char- 
lotte, N. C. 


19-20 North Dakota Retail Hardware 
Assn. Convention, Fargo, N. D. 


2-6 National Hardware Show, Chi- 
cago. 
15-18 National Builders’ Hardware 
Convention, Miami Beach, Fla. 
20-22 Eastern Lawn, Garden & Allied 
Products Trade Show, New York, 
N. Y 











National Events 


Industrial Supply Convention, May 23- 


25, Hotel Traymore, Atlantic City. 
Sponsored by American Supply & 
Machinery Mfrs. Assn., W. B. 
Thomas, Thomas-Hunter Associates, 
2130 Keith Bldg., Cleveland 15, busi- 
ness manager; National Industrial 
Distributors’ Assn., 1900 Arch St., 
Philadelphia 3, Robert C. Fernley, 
executive secretary; Southern In- 
dustrial Distributors’ Assn., 712 
Volunteer Bldg., Atlanta, Ga., E. L. 
Pugh, secretary-treasurer. 


National Builders’ Hardware Conven- 


tion, Oct. 15-18, Miami Beach, Fla. 
Headquarters at Fountainbleau 
Hotel. Sponsored by National Build- 
ers’ Hardware Assn., William S. 
Haswell, managing director, 515 
Madison Ave., New York, and Amer- 
ican Society of Architectural Hard- 
ware Consultants, George P. Mer- 
rill, executive secretary, 220 “E” 
St., Santa Rosa, Calif. 


National Hardware Show, Oct, 2-6, at 


McCormick Place, Chicago. Spon- 


sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17, N. Y. Frank Yeager, managing 
director. 


National Housewares Exhibit, July 10- 


14, at McCormick Place, Chicago. 
Sponsored by National Housewares 
Mfrs. Assn., 1130 Merchandise 
Mart, Chicago 54, Ill. Dolph Zapfel, 
secretary. 


National Retail Hardware Assn. Con- 


gress, July 9-13, at Denver Hilton 
Hotel, Denver, Colo. Sponsored by 
the National Retail Hardware 
Assn., 964 N. Pennsylvania St., In- 
dianapolis 4, Ind. 


National Assn. of Sheet Metal Dis- 


tributors, Spring Meeting, April 19- 
21, Sheraton-Cleveland Hotel, Cleve- 
land, Ohio. Thomas A. Fernley, Jr., 
executive secretary, 1900 Arch St., 
Philadelphia. 


Regional—State 


Ace Hardware Corp., Chicago, Sum- 


mer Convention & Toy Show, June 
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BOWERS FULL-PROFIT TUBE PACK FAUCET STEMS 


Easy to Inventory, Easier to Sell 


Both distributor and dealer enjoy Full Profit on 
this popular item. Stems are individually packed 
in a plastic tube with easy-to-read labels showing 
manufacturer’s name, faucet number, picture of 
faucet, Bowers catalog number, Hot or Cold identi- 
fication and the retail price. 


The Tube package is far superior to other manu- 
facturers’ packaging methods. There is no danger 
of losing identification, having the stem become 
damaged or shopworn and no necessity of breaking 
a package to sell one stem. Bulk 
packaging or packaging by the pair 

in polyethylene bags means loss either 

physical or through mark-downs. 





“A. 


: 


OTHER DEPENDABLE PRODUCTS BY BOWERS INCLUDE 


Bonnet Packings + Swing Spout Gaskets + Shower Head Gaskets 
and Fiber Coupling Washers in Bulk or Packaged Assortments. 


MANUFACTURING CO. | Where Quality 1s higher than jrtcel” 


105 MICHIGAN ST. - TOLEDO 5, OHIO 
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take advantage of products that are 


recommended to your customers... 


W hat other products for the home carry the symbol 
that represents a recommendation that has influenced 
America’s dining habits for more than 25 years? 
With Duncan Hines kitchen implements and gift 
items you display a name that carries a built-in recom- 
mendation... plus immediate recognition resulting 
from billions of consumer impressions through the 
mammoth Duncan Hines promotion program. 


Take advantage of this famous recommendation 
by letting Duncan Hines products for the home sell 
for you! 


HINES-PARK FOODS, INC., 408 EAST STATE STREET, ITHACA, NEW YORK 


Want more facts? Circle 192, p. 129 
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pick up 
MONEY 


with a 
MAGNET! 


(profit, that is) 


with the New 
MAGNETIC 
PICK-UP 
FINDER 


Proved 
in Industry... 
now available to 


hobbyist 
or home-owner 
¢ Lifts up to 5 lbs. 
* Unaffected by 
oil or gasoline 
= °* Insulated grip 
= ° Flexible steel shaft 
Retrieves lost or hard- 


to-find objects from any 
angle. 
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Each unit mounted on 
colorful display card — 
catches the eye, tells the 
story, sells itself. 


Contact 





DEVICES CORPORATION 
Ridgetieid, Connecticut 


P.O. Box 398 


leaders in the field 
of magnetic and 
inspection devices 


HA 4-2 


Want more facts? Circle 193, 
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Cotter & Co., 


Convention Calendar 


(Continued ) 


| 
11-13, at main exhibit hall of the | 


Palmer House, Chicago. 


Allison - Erwin Co., 
Housewares Show, Aug. 29-31, at 
company offices, 2920 N. Tryon St., 
Charlotte, N. C. 


tion & Fall Toy & Gift Show, June 


Fall Hardware- | 


Semi-Annual Conven- | 


5-16, at company offices, 2740 Cly- | 


bourn Ave., Chicage 14, Il. 


Eastern Housewares Show, Aug. 7-10, 
at Coliseum, New York, N. Y. Hall- 
Erickson, Inc., 28 E. Jackson Blvd., 
Chicago, show managers. 


Eastern Lawn, Garden, & Allied Prod- | 
ucts Trade Show, Oct. 20-22, at Col- | 


iseum, New York, N. Y. Frank 
Yeager, Suite 1103, 331 Madison 
Ave., New York, N. Y. 


The Lawn Mower Institute, Inc., 
Washington, D. C., Annual Conven- 
tion, June 18-21, at Grove Park Inn, 
Asheville, N. C. 


North Dakota Retail Hardware Assn. 
Convention, Sept. 19-20, Fargo, 
N. D. Sessions & Exhibits at New 
Civic Memorial Auditorium. John 
Haukedahl, 54% Broadway, Fargo, 
N. D. 


Pacific Coast Conference of National 
Builders’ Hardware Assn., and the 
American Society of Architectural 
Hardware Consultants, May 4-6, at | 
El Mirado Hotel, Palm Springs, | 
Calif. NBHA managing director, 
William S. Haswell, 


515 Madison | 


Ave., New York, N. Y. ASAHC sec- | 


retary-treasurer, Geo. P. Merrill, 
220 “E” St., Santa Rosa, Calif. 


Piedmont Hardware Co., Annual Toy | 


Show, June 6-8, at company offices, 
554 Craghead St., Danville, Va. 


S & M Co., Dealer Show, June 11-12, 
at company offices, 
nedy Sts.., 


Southern Hardware Convention of the 
Southern Wholesale Hardware 


Arthur & Ken- | 
N. E., Minneapolis, Minn. | 


Assn. & the American Hardware | 


Mfrs. Assn., April 16-19. Hotel | 
headquarters at The Americana | 
Hotel, Miami Beach, Fla. SWHA | 


managing director, Ralph E. Kirby, | 


806 Peachtree St., N.E., Atlanta 8, 


Ga. AHMA secretary, Arthur L. 
Faubel, 342 Madison Ave., New 
York 17. 


United Hardware Distributing Co., 
Minneapolis, Annual Toy Show, 
June 4-5, East Room of Grand- 
stand, State Fairgrounds, St. Paul, 
Minn. 





____, New dig Saw Choice 
of Plastic Surgeon 


“Ugly, angular features become graceful, 
flowing curves when I operate,” says this fa- 
cetious face-lifter, “and I always use a Shop- 
mate SJ-581M Jig Saw to aid in my furniture 
remodeling hobby.” 

Model SJ-581M makes its own starting 
hole, circles up to 17”, cuts delicate scroll 
work or a full 2 x 4. 115 volt AC motor, 2.1 


amperes. Air Jet. Die-cast alu- 
minum housing, mirror finish. $9758 
Suggested Retail Price...... 3 
»SEE OTHER SPRING FESTI-VALUES FROM 
Portable Electric Tools, Inc. 
ON PAGE 11 
Want more facts? Circle 194, p. 129 





“THE r= CALLS 


DYKEM 
iiie BLUE 


making 
Dies and 
Templates) 


MM oom se tH 


= “s 
_ » 
e® 
2 >» 
Se . 
> 
eS - 
~**% 


with wl KEN — 


Popular package 8-oz. can fitted with 

Bakelite cap holding soft-hair brush 
for applyin ht at bench; metal sur- 
face ready for layout in a few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 


THE DYKEM COMPANY 


Established 1920 
23058 North 11th St. «+ St. Lovis 6, Mo. 
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® LARGE 
TURNOVER 


EXCELLENT 
MARKUP 


© TOP QUALITY 


© COMPLETELY 
WORRY FREE 


BONDS AL- 
MOST ANY 
MATERIAL 


A REAL ALL 
QUALITY AD- 
HESIVE 





THIS IS THE 
DIFFERENCE! 
IT BONDS ON 


CONTACT! 


eet ToD 


me 


~~, 


' Bestwood 
a es , are 


IMSTANT-BOND 


BESTWOOD CORP. 


49 EMPIRE STREET 
NEWARK 12, N. J. 


DISTRIBUTOR INQUIRIES INVITED 
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WHIRLWIND 
PROFIT SALES! 





PATENTED 
ADJUSTABLE 
KNOB 
PAMPERS 
New Lawns 


SATURATES 
Old Lawns 





SPINNING LAWN— 
GARDEN SPRINKLER 


With Whirling Turbine Action 





@ Non Clogging 
e Fully Guaranteed 


Big Profit Making Com- 
monwealth products 
include Rain Drain, Flexi- 
Spray and Fenstix. Write 
for catalogue. 


LEOMINSTER, MASS. 


4 CORP 
Gi FOMMONWEALTY 1 Plt 
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Holland bulb exporters 
ask for retailers’ help 


The Holland Bulb’ Exporters 
Assn. is requesting dealers to help 
relieve Holland flower bulb export- 
ers caught in a financial squeeze. 
The Netherlands government in- 
creased the value of the guilder. 
An American dollar, formerly 
worth 3.78 guilders, is now worth 
3.6 guilders. 

For every $100 worth of mer- 
chandise sold to American dealers, 
exporters will get 18 guilders less 
than under the old rate of ex- 
change. This is a loss of 5 percent. 

Exporters are requesting the co- 
operation of retailer customers in 
working out methods to adjust to 
the new situation, so that bulb ex- 
porters can offer full service with- 
out suffering loss. 

The exporters expect consider- 
able relief in 1962. There has been 
substantial increase in planted 
acreage in 1960, and another in- 
crease is anticipated this year. The 
result will be an ample supply of 
bulbs in 1962 which will permit 
price adjustment to overcome the 
money revaluation factor. 


Con-Tact vinyl promoted 
in six key test areas 


A three-week coupon promotion 
of Con-Tact, self-adhesive decora- 
tive vinyl, manufactured by Co- 
mark Plastics Division of Cohn- 
Hall-Marx Co., New York City, will 
be started April 9 in New York 
City, Rochester, Cleveland, San 
and Oakland, and 
throughout Iowa. 

Sunday newspapers will carry a 
coupon which consumers can take 
to a dealer in exchange for a free 
yard of any one of 15 Con-Tact 
patterns. Display material will be 
furnished dealers by Cohn-Hall- 
Marx. 


Northern Electric has 
bonus blanket program 


Franchised distributors and deal- 
ers of Northern Electric Co., 
Chicago, are offered a free blanket 
and display stand with each order 
of 11 Cre -twood electric blankets. 

Dealers ordering six blankets 
will get only the display stand. 
Orders for the bonus offer must 
be placed before April 15. 











Stock the one 
all purpose 


water seal 





Proved by home owners 
— contractors 


widely advertised 


MOISTURE PROOF WALLS, 
CEILINGS, FOUNDATIONS 


Wood «+ Tile « Stucco « Masonry 
Concrete + Shingles + Painted 
and unpainted surfaces 
Prevents dry rot, efflorescence, 
water stains « Retards dampness 
in basements + Lasts five years 


OUTDOOR USES 


Keeps moisture out of camping equip- 
ment, awnings, convertible tops, garden 
furniture, pads, planter boxes, boots, 
shoes, any porous material 


_ Easy to apply by brush, spray or roller. 


Deep penetrating. Colorless. 
Excellent concrete curing and sealing 


_ agent. Proved bond breaker for pre-cast, 


tilt up and lift slab construction. 


Order from your wholesaler or Thomp- 
son distributor. Ask about free perma- 
nent display fixture to speed up sales, 
save inventory. 


Write for complete information and name of 
distributor nearest you. eoee 


nails 


MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 
E. A. Thompson Co., Inc Merchand se Mart 


San Francisco 3, California 


San Francisco * Los Angeles * San Diego * 
Portland * Chicago * Seattle * Denver * Dallas 
Houston * St. Louis * St. Paul * Detroit °¢ 
Philadelphia * New York City * Memphis ¢ 
Cleveland * Factory: King City, California 


Want more facts? Circle 198, p. 129 
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April 22 POST Hardware Week Special ad features New Orbital Sander and Grass Shear in full color spread. 


Skil Spring ads reach 43% 


TIE-IN YOUR ADS, WINDOWS, DISPLAYS TO SKIL’S 


How many families in your trading area? 500, 5,000, 
50,000 or better? With more than two out of every five 
of them covered by these Skil ads, it’s easy to figure how 
many of your customers will be presold on Skil. 


So tell them where to buy—by scheduling your own 
newspaper ads to tie-in with Skil’s Post and Look ads. 
Tell them again by displaying Skil tools in your window, 
islands and on counters. A complete selection of tie-in 


ad mats, in-store banners, counter-cards, stuffers and 
direct mail material is available for the asking. 


By supporting Skil dealers with the industry’s hardest- 
hitting consumer advertising, the Skil line has top brand 
name acceptance for easier, more profitable sales. Let 
your Skil representative show you how to tie-in with 
this powerful merchandising program. Or write Skil 
Corporation, Dept. 503D, 5033 Elston Ave., Chicago 30, Ill. 


Want more facts? Circle 199, p. 129 





Dramatic action-picture color ads in May 9 and June 20 issues of LOOK feature New Shear and De Luxe Trimmer. 


_ of families in your area!” 


BIGGEST SPRING CAMPAIGN! 


*Source: Audit & Surveys Co., Inc., Study for Look Magazine 


p - Sillng Vinds today with Codoukip 
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How’s the Hardware Business? 





Problem: Granting credit to the unemployed. 
Here is what Chester, Pa., dealers are doing. 


Chester, Pa., is a distressed area. 
Its 20 hardware dealers operate 
in a community in which unem- 
ployment is substantially higher 
than the national average. 

To make matters worse, one of 
the town’s major industries, the 
Ford assembly plant, closed its 
doors permanently last month. A 
smaller firm which supplied it 
' was forced to do the same. 


How are these 20 hardware 
dealers affected by the unemploy- 
ment? Are they still granting 
credit? What’s happening to col- 
lections? 

If you talk to these dealers 
you'll find the unemployment has 
caused surprisingly few problems. 
The reason? Many of these stores 
have always operated on a cash 
basis. And, the stores granting 
credit have become more selective. 


Credit? No askers 


Hardware dealers in the down- 
town area are least affected. Their 
only credit accounts are other 
merchants and industrial firms, 
Otherwise they’re strictly cash 
businesses. 

Take Joe Baylin of Baylin Hard- 
ware. He says, “I don’t have any 
credit problems. Except for my 
few choice credit customers, | 
operate a cash business. I’ve got 
a reputation as a cash business 
and get few, if any, requests for 
credit.” 

However, hardware dealers out 
in the residential areas do get 
requests for credit. Many of them 
are granting it. 


Fix-uppers need credit 


These residential dealers realize 
that some of their customers who 
are out of work will want to 
catch up on some repair or fix-up 
projects around their homes. 

If the customer’s unemployment 
compensation isn’t enough to cover 
the basic necessities for his family 
and to buy the materials he needs, 
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he may ask for credit. 

Most of the residential dealers 
have taken similar stands on grant- 
ing credit of this type. That 
position is to continue granting 
credit, but to be more selective. 

For example, Theodore Stress, 
a partner in Stress Bros. Hard- 
ware, will grant credit to his 
unemployed customers, but only 
if he knows from past experience 
that they are good risks. Or, to 
those customers with good payment 
records with the local credit 
bureau. 


Credit with a limit 


Joe Rentz, owner of Joe’s Hard- 
ware, takes this position. Joe says, 
“Yes, we'll go along with a cus- 
tomer that’s out of work. If a 
man has a good payment record, 
or has been a good cash customer, 
we'll give him a couple gallons of 
paint, a few brushes, or other 
things on credit. We set the limit 
at about $25 or $30.” 

The dealers granting credit all 


agree on keeping their customer’s 
accounts at moderate levels. They 
feel this will eliminate collection 
problems later. 

They know from past experience 
that in a community where money 
and employment are scarce, cus- 
tomers tend to pay off their ac- 
counts with the bigger stores and 
the bank. When it comes to the 
smaller merchant —the hardware 
dealer, the druggist, or the corner 
grocery—that is where they get 
lax, and stall off payments. 


Screening is finer 

When these dealers get a re- 
quest that seems doubtful, their 
out is to ask for the usual credit 
information and tell the customer 
his application will be checked 
with the credit bureau. 

These dealers have found that 
customers with lax payment rec- 
ords usually withdraw their request 
right then and there. 

Summing up, hardware dealers 
in Chester have established no 
set policies on extending credit. 
They’re playing it mostly by ear. 
They feel that one day soon busi- 
ness in Chester will again be good. 
And, the unemployed customer 
they grant credit to now, will be 
a good cash customer when busi- 
ness picks up. 





February reports show mixed business picture; 
some figures show end of recession is near 


The mood is a bit more optimis- 
tic now. A few signs are creeping 
along the horizon, indicating the 
end of the recession may be near. 


A glance backward, however, 
shows a group of business figures 
that are mixed. Some figures show 
progress in the economy. Some 
don’t. That’s because of the time 
lag. It takes a few weeks to as- 
semble figures so by now the Feb- 
ruary reports are coming in. For 
the record here are some February 
figures compiled by the govern- 
ment: 

Retail store sales. Up 1 percent 
over January, down 1% percent 
over February, 1960. Hardware, 
lumber yard, building supply 
house group sales down 1 percent 
over January, down 4 percent over 
February a year ago. 


Personal income. At a season- 


ally adjusted annual rate of $406 
billion, down $3/4 billion from 
January, but $10 billion or 2'2 
percent over February, 1960. 

Housing starts. Work was 
started on 77,700 units, against 
70,600 in January, and 90,200 units 
in February a year ago. 

Construction. New construction 
put in place, $3.6 billion, 6 percent 
under January when the normal 
seasonal decline is 5 percent be- 
tween these two months, and 1 
percent under February, 1960. 
Private construction was down a 
little more than the seasonal de- 
cline of 4 percent from January. 
Public construction was down, but 
less than the normal seasonal de- 
cline of 8 percent from January, 
but 13 percent above February, 
1960. 





SELF SELLING 


MARKET-TESTED 


* A COMPLETE 
SELECTION OF 


BEAUTIFUL 
VY ATTERNS 


LOOK LIKE 
HAND 
PRINTED 
~~ WALLPAPER 


FULL DEALERS 
PROFIT MARGIN 


377 OCEAN AVENUE JERSEY CITY, N. J. 


Notice: A few choice territories still available for Manufacturers Reps. and Jobbers. 
Write for Literature and Prices 


Want more facts? Circle 200, p. 129 








TTIDEWW 2, 


THE SNOW WHITE PLASTIC IN A TUBE 


TUB «© TILE 
CAULK 


AND 
? % WORTH 
IT! 


DE WITT PRODUCTS CO. 
5858 PLUMER ST. - DETROIT 9, MICH. 


Want more facts? Circle 201, p. 129 
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KRYLON 


SPRAY PAINT 


Advertised in Life, Saturday Evening Post, Good Housekeeping, 
Better Homes & Gardens, American Home, McCall’s, Ladies’ 
Home Journal, House & Garden, Living for Young Home- 
makers, House Beautiful, Popular Mechanics, Popular Science, 
Mechanix Illustrated, Science & Mechanics, Sports Illustrated, 
and Sunset Magazine. 


The Brand with Demand! 


KRYLON, INC. NORRISTOWN, PA. 
Want more facts? Circle 202, p. 129 





Reynolds Aluminum Center 
makes money for you: 


with a turnover of 4 to 7 times 9 year 
per dollar invested! 


with a compact floor space of less 
than seven square feet! 


with automatic suggested selling 
of related items! 


Promote this “extra salesman.” Keep it in the midst of 
customer traffic; keep it clean and attractive; keep it well 
stocked. No warehouse storage worries; the top dis- 
tributors coast-to-coast carry the full line of Reynolds 
Do-It-Yourself Aluminum for prompt service, immediate 
delivery. Contact your local distributor or write direct 
to: Reynolds Metals Company, Richmond 18, Virginia. 


; yo 3 : 4 $24 


It's the screening season! 
Push aluminum screen 
items now. 














Reynolds Metals Company - Richmond 18, Va. 
CE 


Want more facts? Circle 203, p. 129 
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Hair Stylist Loves 
New 13” Trimmer! 


“Using hand shears 
is passé. Now I top, 
ee trim, shape with 
“#2 ease,” says this 
ephemeral women’s 
hair stylist, “even 
tall ones are easy 
with my Starfiyte 
1370 Hedge Trim- 
mer. The whole 
neighborhood en- 
vies my shrubbery.” 


e Starflyte 1370 Hedge Trimmer cuts in 
either direction with 32 precision ground 
teeth on 13” Swedish Blue Steel cutter 
bar, cuts 12” swath. Auxiliary handle 


fits right left, rear. 115 volt 
AC motor, 850 spm. Suggested $993 5 
Retail Price 
SEE OTHER SPRING FESTI-VALUES FROM 
Portable Electric Tools, Inc. 
ON PAGE 11 
Want more facts? Circle 204, p. 129 











Ble) tiiog 
WRENCH 


Loosens Rusted Bolts, 
Works 


Th 
seconds! 


OVER 

NATIONAL MONTHLY 
ADS PRE-SELL IT 
FOR YOU! 


At Wholesalers Everywhere ! 
RADIATOR SPECIALTY CO. 
CHARLOTTE, NORTH CAROLINA 
Want more facts? Circle 205, p. 129 
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Oklahoma spring mailer 
has 4 coupon specials 


Four coupon specials to attract 
various types of traffic are included 
in the Spring Festival of Values 
broadside, distributed by Okla- 
homa Hardware Co., wholesaler in 
Oklahoma City. 

The mailer, with about 50 items, 
is one of four issued each year. 

The front page coupon special is 
for a pie porter to interest the 
housewife. Three inside coupons 


S3P1,. sermeaty touen Beente of A 
Le 


Feature Event 


oni, Mer cterces 


BARGAINS 
iN YOUR HOME-TOWN 
STORE 




















feature a brume rake to build lawn 
and garden traffic, a slip joint wire 
cutter for hand tool traffic, and 
snelled fishing hooks for sporting 
goods traffic. 

Inside space is devoted to promo- 
tion of the Happy Home Values 
Sale held in connection with Hard- 
ware Week, April 20-29. 


Supplee-Biddle-Steltz 
has 88¢ Sale circular 
Supplee-Biddle-Steltz Co., whole- 
saler in Philadelphia, has an 88¢ 
Sale broadside to help dealers cre- 
ate store traffic. 
The broadside consists of 4 pages 
in 3 colors, with 66 items featured 


Consumer Mailers 


New Wholesalers’ Aids for Dealers’ Use 





at 88¢. Consumers also have a 
choice of any six specials for $5. 

The mailer has an imprint area 
at the top of the front page so 
dealers can display their store 
name. A point-of-sale display kit, 
window streamer and banner are 
also available. 


V & S catalog features 
new lines, rural insert 


Two new features have been 
added to the V & S Spring & Sum- 
mer Catalog to be distributed this 
month by Cotter & Co., dealer- 
owned Chicago wholesaler. 

One of the new features is an 
exclusive line of V & S power 
mowers carrying the brand name 
Servess. The other feature is an 
8-page insert for dealers in rural 
areas. The catalog in rural areas 
will contain 56 pages, in other 
areas 48 pages. 

The catalog has an increased 
selection of lawn and garden tools, 
and added emphasis on merchan- 
dise for the outdoor living market. 
The V & S paint line has been ex- 
panded to include latex and vinyl- 
acrylic house paints, and X-O rust 
metal primers. 

In addition to using the Spring 











“uy HARDWARE 


104 W main STERT 
COLUINSVRLE, ILLINOIS 
PHONE Of 40787 


& Summer Catalog to boost traffic 
in the months ahead, V & S dealers 
are stepping up the pace of credit 
selling, in line with the program 
of competitive pricing on merchan- 
dise. 

The catalog will be distributed 


| 


| 








to 1.4 million families in 14 mid- | 


western states. 


Service program started 
for new Thermos products 


A program to handle service and 
repair of new Thermos camp lan- 
terns and camp stove lines has been 
set up by American Thermos Prod- 
ucts Co., a subsidiary of King- 
Seeley Thermos Co., Norwich, 
Conn. 

A service department was started 
at Macomb, Ill., with a network of 
about 200 independently-owned ser- 
vice centers throughout the coun- 
try. 

The Macomb service department 
will repair stove and lantern items 
returned to the factory for both 
general and warranty work. It will 
coordinate the service network and 
shipping and billing of replacement 
parts. A training program will also 
be started for servicemen. 

The service centers will provide 
general repair and adjustment of 
Thermos lanterns and stoves; ser- 
vice defective products under war- 
ranty, and provide a local source 
for replacement parts. 

The program will be promoted to 
customers by including a list of 
the centers with each lantern and 
camp stove sold, and through Yel- 
low Page Directory listings in ma- 
jor cities. 


WRITE FOR 1961 GARDEN CATALOG ° 


NEW, LOW PRICES 


; KLAMPON 


Re-usable Menders & Couplings for Plastic or Rubber Hose 








PATENT NO. 2,725,246 


Revolutionary, new KLAMPONS are now in the same 
price range as old-fashioned menders and couplings 


@ KLAMPON MENDER-COUPLINGS mend plastic or rubber hose instantly, 
or couple two pieces of plain-end hose. Just insert hose ends and press 
the lever down. 

KLAMPON FEMALE COUPLINGS replace worn, bent female couplings. 
KLAMPON MALE COUPLINGS replace bent, leaky male couplings. 


@ Made in the popular hose sizes—7/16, 1/2 and 5/8”, and individually 
visual-packed for self-service. 


@ Made of solid, rust-resistant metal, with tempered steel spring. 

Ask your jobber or write us for name of nearest supplier 
FRANKLIN METAL & RUBBER CO., 
Want more facts? Circle 206, p. 129 
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rez 


N SALES APPEAL with this 
combination DISH-DRAIN PAN 


Retail $3.95 “Super Soft” 


VINYL SINK MATS 
2 sizes, 79¢ * 98¢ 

Perfect protection 

for sink and dishes. 

Won't gum, discolor or 

fade. For twin and single sinks. 
in “fast-sell” printed poly bag. 


VINYL SINK DIVIDER MAT, bes suction 


cups to hold in place. Poly package, retail 98< 


RIGID 
Hi-Density POLYETHYLENE 


Stock No. 1-127 § — size 1494%1874x3%4 


Practical work-saver, with exclusive 
support for 18 plates and saucers. 

Lots of space for full table service. 

High sides for no-splash rinsing, 

drains into sink. Popular colors, “self-sell” 
labeled. Order from your supplier with 


other fast-selling Lustro-Ware housewares. 


COLUMBUS PLASTIC PRODUCTS, INC, Columbus, Ohio 


Sales offices in principal cities of U.S.A. and Canada 


Want more facts? Circle 207, p. 129 
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New Display Rack 





Doubles | 258° 33°55. | Sales! 





Sensational new Hy-Ko “Merchandise Mart" has 
been hailed by merchandising experts as the 
trigger’ for soaring sales in this field. Five 
panels occupying only 15" swinging space, dis- 
play. the entire Hy-Ko line of B-10, R-10, L-100 Re- 
lecting House & Boat Numbers/ Letters, Futura 
Numbers/Letters, and 3 styles of Signs—Day- -Glo, 
Reflecting and Futura (merchandise that would 
ordinarily require a {2° x 12' wall for salable 
display. All items hang individually for impulse 
buying, and faster inventory count. Rack comes 
FREE with either of two standard assortments. 
Can be wall mounted, or hung on Peg foard, 
KV. or Reflector hardware fixtures. 


Write for circular. Order from your jobber 


HY-KO PRODUCTS CO., Cleveland 3, Ohio 
Want more facts? Circle 208, p. 129 











( WRITE FOR YOUR a FREE: ) 





Complete Newest Set 
of Key Boord Togs 


Colorful Streamers 


v a — 
Thot Will Brighten Up 
Your Store \\t 

af ae Edition of koN 


lank Comporotive List 


STAR Key & Lock 
Manufacturing Co. 


51 South First Street 
Brooklyn, ‘ 
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Sale Blazers at Unbeatable Prices! 


Garden Hose—Sprinklers—Lawn Edging 
Floor Matting—Drop Cloths—Rain Guards 
Weatherstrip—Storm Windows—Tarps 
Shelf Lining—Table Cloths—Pool Covers 
Plastic Bags For Packaging 


RELIANCE PLASTIC & CHEMICAL CORP. 
PATERSON 26, N. J. 








Att. Reps.: Some Territories Open 





Want more facts? Circle 210, p. 129 
THERE ISA DIFFERENCE IN CHAMOIS 
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2.5-) Eel hwey ar 
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Promotions 


Manufacturers’ New 
Merchandising Plans 














Toro runs consumer ads 
in April, May, June 

Toro Manufacturing Corp. has 
spelled out in considerable detail 
to distributors and dealers its 
1961 $1 million plus advertising 
and sales promotion programs in 
a 22-page full size newspaper. 

National consumer advertising 
is scheduled for April in Life, 
Popular Gardening, Readers’ Dvi- 
gest, and the Saturday Evening 
Post. Ads in May will be in Life, 
Post, Flower Grower and Farm 
Journal. Ads in June will be in 
Readers’ Digest. 

Toro distributors and dealers 
will tie in at the local level with 
television, radio, and newspaper 
ads. 

A store traffic builder in the 
program is “Lawn Games _ by 
Toro,” a book for consumer dis- 
tribution that promotes lawn games 
equipment, garden supplies and 
power mowers. 


Eveready's summer plans 
include seven TV shows 


Union Carbide Consumer Prod- 
ucts Co., New York City, will help 
dealers boost Eveready radio bat- 
tery sales this summer with a con- 
centrated TV campaign on seven 
network shows. They are Asphalt 
Jungle, Cheyenne, Adventures in 
Paradise, Outlaws, Tales of Wells 
Fargo and Gunslinger. 

June will be observed as Portable 
Radio Month by Eveready and the 
radio industry. A Miss Portable 
Radio will be selected on a national 
basis, and a Pick the Picnic Day 
contest will be conducted by radio 
stations on a local level. 


Garden tool combination 
is Stanley spring offer 

The Stanley Works, New Britain, 
Conn., has a spring garden tool pro- 
motion to build lawn and garden 
traffic. Consumers and dealers are 
offered special prices on three pop- 











displays *Y 
boost Nh 
sales... ' 

“sv 
speed 
tll i ove a 


18 new displays feature 152 
Vichek tools listed as essential in 
the NRHA Turnover Handbook. 

Grouped together these form 
the world’s finest and most com- 
plete hardware tool display. Or, 
they may be used singly, or in 
combinations, to meet individual 
store needs. Ask your wholesaler 
today for Vichek profit facts! 


Jihek Turnover Handbook Tis 
Hammers, Chisels, Punches, Screw 


Drivers, Pliers, Adjustable 
Wrenches, Socket Wrenches 


Vichek Tool Co. 


HD110 display 








Cleveland 4, Ohio 
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No More of This! A few drops of 


SKINFOIL 
Stops ‘'Skin'’ on Paint 
Add extra profit to every 
ith SK N- 


ish, caulking 
compound, ete. Handy plastic 
squeeze bottle retails at 59¢. 
Good for 20 gallons of paint. 
Eye - catching display card 
makes sale a ‘‘natural’’ 


Write for Free Sample and 





Dealer information 
CHAIR-LOC CO., Lakehurst 8, N. J. 
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SELLING 
DEAS 


How you can get a bigger share of 
the $500,000,000 housewares market 
is covered in this colorful, 32 p. 
Merchandising Guide reprint. Tells 
how to capitalize on color, best 
types of displays, how to merchan- 
dise a sale; also gives list of manu- 
facturers with co-op ad programs. 
25¢ a copy, postpaid. 
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ular garden tools to be advertised 
with other specials in the Saturday 
Evening Post, This Week and Pop- 
ular Science Monthly. 

The garden tool combination of- 
fers three popular garden tools at 
special prices plus a G 18D garden 
tool Uni-Rack. Total dealer cost of 
the Garden Tool Combination is 
$67.82. 


The combination includes 18 
tools with a free wire Uni-Rack, 
dealer cost $39.50, plus five PA 12 
pruners, regularly priced at $2.50, 
special price $2.19, dealer cost 
$1.50 each; five GS 31 grass shears, 
regularly $2.35, special price, $1.99, 
dealer cost $1.38 each, and six HS 
53 hedge shears, regularly $3.69, 
special price $3.42, dealer cost $2.32 
each. 


Lowe uses Indian theme 
to promote paint lines 


Lowe Brothers Co., Dayton, Ohio, 
paint manufacturer, is using an 
Indian theme in its 1961 promotion 
plans. The theme ties in with pic- 
tures on exterior and interior paint 
containers by advising consumers 
to “look for paints with palefaces 
on package.” 

Four-color, half-page ads will ap- 
pear in the Saturday Evening Post, 
Look and the American Home start- 
ing this month. Tie-in display ma- 
terial, newspaper ad mats and ra- 
dio spots are available to dealers. 


Shulton will promote 
aerosol insect sprays 


Home Products Division of Shul- 
ton, Inc. New York City, will 
help dealers sell Bridgeport aerosol 
insect sprays through ads in five 
consumer magazines and _ special 
consumer premiums. 

Ads will appear in Better Homes 
& Gardens, Good Housekeeping, 
Parents’ Magazine, Cosmopolitan 
and Saturday Evening Post. There 
will also be spot singing commer- 
cials on radio, and heavy newspaper 
schedules in major cities. 

Premium offers will be made 
on pre-hung hand tag coupons. 
Bug Bomb offers an 8- piece 
manicure set; Slug-a-Bug, a 5- 
piece barbecue set; Flower Guard, 
a 5-piece garden tool set; Ant- 
Roach Killer and Solution 45, a 
water proof utility tote bag. 


HE HOWARD | 
‘SPACE SAVER 


COMPLETE SUNDRY DEPARTMENT IN 
ONLY 12 INCHES OF FLOOR SPACE! 


















































FREE THIS SPACE SAVER DISPLAY SHOWS 20 
FAST MOVING HIGH PROFIT, PAINT AND HARD- 
WARE TOOLS IN ONLY 12 INCHES OF FLOOR SPACE. 
FOR FURTHER INFORMATION PLEASE WRITE TO: 


HOWARD HARDWARE PRODUCTS, INC. 


MADE IN U.S.A. 950 ELIZABETH AVENUE e NEWARK 8, NEW JERSEY 
Want more facts? Circle 214, p. 129 
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Garden! @ @ @ Stock the complete 


TRUMP line. Each series includes 

trowel, transplanter, fork, weed cutter, and 
cultivator. Four series in four distinct price 
ranges to give you more sales—bigger profits! 


No. 212 Trowel 


<r Se Superior 
— WG Quality 


No. 200 Estate Series. 
Triple chrome piated 

for dependable, long life. 
Comfortable, exceptionally 
well-balanced; striking 
eye-appeal. Dork, 
hardwood handles. 


No. 412 Trowel 


Moderately 
Priced 


No. 400 Deluxe Series. 
Attractive geranium-red 

finish with bright polished steel! 
tips; full-size, comfortable 
stained hardwood handles. 


No. 800 Trowel 


Delight 


No. 800 Series. Bright green 
enamel finish on 18-gauge 
steel; smooth, hardwood 
handle plugs. W ell- 
balanced; deep bowl. 


No. 700 Trowel 


Low Price... 

High Quality 

No. 700 Series. Steel bodies 
attractively finished in bive 


enamel with smooth, hardwood 
hondle plugs. 


Feature TRUMP tools in your 
garden display 
Ask your wholesaler about the complete line. 
ANIMAL TRAP COMPANY OF AMERICA 
Lititz, Pa. e Pascagoula, Miss. ¢ Niagara Falls, Ont. 
Want more facts? Circle 215, p. 129 
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Gibson-Homans guarantees 
Handi lines for 5 years 


A 5-year guarantee is now being 
given by Gibson-Homans Co., Cleve- 
land, Ohio, on its Handi-Calk cart- 
ridges, Handi-Gard aluminum roof 
coating and Handi-Gard asphalt 
fibred roof coating. 

The guarantee states that ““Man- 
ufacturer guarantees the perform- 
ance of this product for five years 
when applied as directed on this 
package. Should material prove de- 
fective within five years of pur- 
chase date, manufacturer will re- 
place at no charge.” 

Consumers can file any claims 
with the company. Gibson-Homans 
in turn will give instructions to 
dealers on replacing the products. 
Dealers are being provided with 
window banners advertising the 
policy. 

The 5-year guarantee sticker will 
be on containers and cartridges. 


Hampden has kit fo sell 
more outdoor furniture 


Hampden Specialty Products 
Corp., a member of the Hamilton- 
Skotch Corp., New York City, has 
a 27-piece promotional kit to help 
dealers boost sales of outdoor and 
casual furniture. 

The kit includes two window 
posters, two easel cards, 20 floor 
sample price tickets, a merchan- 
dising guide and mat service proof, 
and two ad mats featuring various 
outdoor living furniture. 

The merchandising guide has 
suggestions on headlines and copy 
approaches for ads, as well as a 
series of merchandising tips. There 
are also a number of product group- 
ing suggestions for specials. 


Evans Rule discontinues 


plastic folding rules 

Evans Rule Co., Elizabeth, N. J., 
announced it is discontinuing 
plastic folding rules to place com- 
plete emphasis on its major prod- 
uct, steel tape rules. 

This is the first line ever to be 
discontinued by Evans. The plastic 
folding rule is the company’s first 
product, having been manufactured 
for more than 13 years. 








New Tiller Helps Beatnik 


“T’ll clue you, man,” 

says this blown-up beat, 

“when you’re caught with the coolie bit, just 
a little bread gets you the Model K-10 Star- 
flyte Garden Tiller — makes a bad scene like 
a caper!”’ 

Or — gardening is fun with low-cost Model 
K-10! Cuts 612” swath 6” deep with 8 hard- 
ened steel tines. 115 volt AC 144 H.P. motor; 


breaks clods, aerates, pene- 
trates. Safety switch, hanger. $4.45 
Suggested Retail Price 
SEE OTHER SPRING FESTI-VALUES FROM 
Portable Electric Tools, Inc. 
ON PAGE 11 
Want more facts? Circle 216, p. 129 


Cashing in on the boom- 
ing lawn and garden 
market requires planning. 
Here are 32 pages of 
tested ideas for increas- 
ing your sales. Includes 
pricing, displaying, stock 
control, a planning cal- 
endar and many other 
helpful selling ideas. This 
Merchandising Guide re- 
print available at 25¢ a 
copy, postpaid. 
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PROTECT YOUR LAWN FROM UGLY RUTS 


Rugged lifetime aluminum guides with 
genuine Stimsonite lenses, front and 
rear, reflect headlights and back-up 
lights to protect lawn, shrubs, and 
cars from damage. Gleaming, twisted 
aluminum for lasting beauty. Will not 
rust or rot. Five sizes for every need. 


List Price 

No. 220 — 20” tall, 1” red reflectors, 

1/8” x 1/2” body stock ...... 
(Packed 6 to a Display Card) 
No. 223 — 20” tali, 3” red reflectors, 

1/8” x 1/2” body stock ....... 
(Bulk Packed Only) 
No. 230 — 30” tall, 1-3/4” red reflectors, 
3/16” x 3/4” body stock ...... $1.45 
(Packed 6 to a Display Card) 
No. 236 — 36” tall, 3” red reflectors, 
3/16” x 3/4” body stock 8 
(Packed 6 to a Display Card) 
No. 248 — 48” tall, 3” red reflectors, 
3/16” x 3/4” body stock $2.15 
(Bulk Packed Only) 


Numbers 220, 230 and 236 come mounted 
six to a handsome, throw-away Display 
Card as shown in illustration at left. 


eonen, neon: e, ami men. a. a mm Om Cm F ~ 
48 N. VALLEY ST ° AKRON, OHIO | boos : 
_ Want more } facts? Circle 217, p. 129 























— Aluminum 
Chrome 
Cleaner 


& Brush On | a omplete 
: Wipe On = Ri compe Hit 
Rinse Off . er ; line of “#82434 : 
- Wipe Off 
It Sparkles: New Luster METAL and ASBESTOS « STOVE MATS 


Look for other Caddy Products 


The CADMAN CO. 4197 Lee Rd. Cleveland 28, Ohio 
Want more facts? Circle 218, p. 129 


No Scrub iia : ont) 
Vinyl-Plastic | , PRO. mihi 

Leather - | 

Cleaner 


has a 


Top sellers all year round 
Builds volume and profits 
Variety of styles and colors » 
Full range of sizes 
Every price category 


Accessory items for extra sales 


Sele) .e =. Finest quality construction 
GATE . Merchandising aids 
AND EY ‘i 


] - 4 - > tho } 
IY \ ; f later 4 pO? L/lé ate tal mF 


Ballonof . METAL PRODUCTS CO. 


BETTER HOUSEHOLD 2490 Lee Bivd., P: O. Box 3573, Cleveland 18, Ohio 
AROWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want more facts? Circle 219, p. 129 Want more facts? Circle 220, p. 129 
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News About Dealers: Rhode Island Widow 
Retires, Closes 98-Year-Old Business 





Newport, Rhode Island— 
Mrs. Stephen W. Coggeshall 
has retired from the hard- 
ware business after 52 years. 
In doing so, she has also 
closed the doors of a 98-year- 
old store, the S. W. COoGGE- 
SHALL HARDWARE STORE. Mrs. 
Coggeshall has operated the 
business since her husband 
died in 1949. The company 
was established in 1863 as 
Finch & Engs. The Cogge- 
shall’s took over in 1909. Be- 
fore he purchased his store, 
then known as Alex N. 
Barker & Co., Mr. Cogge- 
shall was an employe of 
George A. Weaver Hardware 
Co., now known as the 
Broadway Hardware Co. 


Humboldt, Ilowa—Romaine 
D. Lee, Dakota City hard- 
ware dealer, has purchased 
an interest in the HALL 
HARDWARE STORE here. He 
will close out his stock in the 
Dakota City business before 
joining the Humboldt firm as 
sales manager. Fred W. Hall 
has been operating Hall 
Hardware since 1943. Mr. 
Lee, a one time employee of 
the Dakota City store, has 
operated it for the past five 
years. 


Auxvasse, Mo.—Frank W. 
Turner of St. Joseph, Mo., 
has purchased the CowAN 
HARDWARE STORE. 





R. G. Hess Elected 
Washburn President 


Robert G. Hess has been 
elected president of the Wash- 
burn Co., Worcester, Mass. 
He is now chief administra- 
tive officer. 

John S. Tomajan was re- 


ROBERT G. HESS 


elected chairman of the board 
and continues as chief execu- 
tive officer. 

Treasurer Sargent D. 
Heath was elected a director. 

Mr. Hess, who succeeded 
Mr. Tomajan as president, 
has been with Washburn 
since 1923 when he started as 
a trucker in the factory. In 
1924 he joined the sales de- 


JOHN S. TOMAJAN 


partment in Chicago. He be- 
came a vice-president and di- 
rector of the company in 
1946. He was later general 
manager, executive vice-pres- 
ident, and treasurer succes- 
sively. 

Mr. Tomajan has been with 
Washburn since 1918 when he 
started as secretary to the 
president. He moved into 
sales in 1919 and became a 
vice-president in 1926. He 
was elected to the board in 
1930 and president in 1941. 
In 1955 he became chairman 
and continued as president. 
Mr. Tomajan is a past presi- 
dent of the American Hard- 
ware Mfrs. Assn. 
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Dougherty Is Buyer 
For Franklin Hdwe. 


Frank Dougherty has been 
put in charge of all pur- 
chases of builders’ hardware, 
paint and plumbing goods at 
Franklin Hardware & Supply 
Co., dealer-owned  whole- 
saler of Warrington, Pa. 

Mr. Dougherty started 
with the firm eight years ago 
as a merchandise receiver. 
Since then he has handled a 
number of other warehouse 
assignments. 


Cecil Powell Retires 
From Belknap Hardware 


Cecil C. Powell has retired 
after 40 years as a traveling 
salesman with Belknap 
Hardware & Mfg. Co., Louis- 
ville, Ky., wholesaler. 

Mr. Powell, who formerly 
operated a store in Cape 
Charles, Va., with his 


brother, joined Belknap to 
cover the Delmarva Penin- 
sula territory. He has cover- 
ed it ever since. 


Robert Tyo Gets New 
Black & Decker Post 


Robert C. Tyo, recently 
elected president of DeWalt, 
Inc., has also been elected to 
a newly created Black & 
Decker Mfg. Co. position (see 
HA March 23, p. 155). He 
has been named vice-presi- 
dent of DeWalt operations 
for Black & Decker. 

DeWalt, Inc., Lancaster, 
Pa., is a subsidiary of Black 
& Decker Mfg. Co., Towson, 
Md. 

Mr. Tyo recently resigned 
his position as president, gen- 
eral manager and director of 
Porter - Cable Machine Co., 
Syracuse, N. Y., to take the 
DeWalt post. 





Hardware Makers Garner 10 of 100 Awards 
In National Folding Paper Box Competition 


Hardware manufacturers 
fared well in the 1961 Fold- 
ing Carton Competition, 
sponsored by the Folding 
Paper Box Assn. of America 
at Chicago recently. 

Some 1300 entries from all 
types of soft lines, hard 
goods, and food manufactur- 
ers and processors competed 
for “100 best cartons of the 
year” awards. The hardware 
field accounted for 10 per- 
cent of the awards. 


There were nine winners 
in the four judging cate- 
gories, and one of these, 
Ferry Morse Seed Co., took a 
second award. These are the 
winners: 

Alcoa Wrappers, Alumi- 
num Co. of America, merit 
award for superiority of 
construction. 

Bearings, Delco Moraine 
Div., General Motors Corp., 
merit award, general mer- 
chandising superiority. 


Cook & Serve Kitchen 
Tools, Ekco Products Co., 
first award, general merchan- 
dising superiority. 

Deluxe steak knife _ set, 
Stanley Home Products, mer- 
it award, general merchan- 
dising superiority. 

Electric light bulbs, Syl- 
vania Electric Products Inc., 
first award, potential new 
volume use. 

Gro-Kit Seed Planter, 
Ferry-Morse Seed Co., first 
award, potential new volume 
use; and merit award, gen- 
eral merchandising super- 
iority. 

Saw Blade, H. K. Porter 
Co., Disston Div., merit 
award, general merchandis- 
ing superiority. 

Various hardware _ items, 
Ajax Hardware Co., merit 
award, general merchandis- 
ing superiority. 

Vigoro Plant Food, Swift 
& Co., merit award, super- 
iority of printing. 
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G. W. Farr, Ed Hammond 
Elected to New Posts 

Gordon W. Farr has been 
elected vice-president of De- 
catur & Hopkins Co., Boston 
wholesaler. Mr. Farr suc- 
ceeds William F. Hopkins 
who was elected president 
(see HA, March 9, p. 156). 

Edward F. Hammond was 
elected secretary, succeeding 
Mr. Farr. Mr. Hammond also 
was elected a director. 

James N. Jones continues 
as treasurer, and he is credit 
manager. 

Mr. Hopkins is the third 
generation of the Hopkins 
family to be president of the 
company which began busi- 
ness in 1846. 

Mr. Farr joined Decatur & 
Hopkins in 1922 and has 
been a director since 1944. 
He has been in charge of 
purchasing. Mr. Farr has 
been active in the National 
Wholesale Hardware Assn., 
New England Iron & Hard- 
ware Assn., and the Eastern 
Hardware Golf Assn. 

Mr. Hammond joined the 
firm in 1933, was a salesman 
for 16 years, and became 
sales manager in 1950. He 
will continue as sales man- 
ager, and handle the PRO 
Store Merchandising Pro- 
gram. 


Eastern Dealers Offered 
N. Y. Lawn/Garden Show 


A new lawn and garden 
show will make its debut 
at New York City’s coliseum 
Oct. 20-22. 

The Eastern Lawn, Gar- 
den and Allied Products 
Trade Show, managed by 
Frank Yeager, managing di- 
rector of the National Hard- 
ware Show, aims to fill the 
buying needs of dealers and 
wholesalers who might be 
unable to attend the National 
Hardware Show in Chicago, 
Oct. 2-6. 

According to Mr. Yeager, 
nearly 30 percent of the na- 
tion’s population lives within 
350 miles of New York City, 


and lawn and garden manu- 
facturers and distributors in 
the area expressed a need for 
a show in the East. He said 
the show would fill a void 
for some eastern dealers who 
might not make the Chicago 
event. 


Pennsylvania Wholesalers 
Plan Broader Membership 


The by-laws of the Penn- 
sylvania Wholesale Hardware 
& Supply Assn. will be 
amended to permit enroll- 
ment of members from a 


JOHN T. WOLFERTZ 


wider geographical area. The 
announcement was made dur- 
ing the group’s annual ban- 
quet and meeting held March 
9-10 at the Hotel Astor in 
New York. 


John T. Wolfertz of C. F. 
Wolfertz & Co., Allentown, 
Pa., was elected president 
‘uring the business sessions. 
Other officers elected were: 
first vice-president, Christian 
Herr of Herr & Co., Lan- 
caster; second vice-president, 
Eugene Thomas of Frederick 
Trading Co., Frederick, Md.; 
and secretary, James G. 
Krause of Geo. Krause Hard- 
ware Co., Lebanon, Pa. 


Mr. Wolfertz appointed the 
following executive commit- 
tee: C. Ivan Rohrer of 
Schindel Rohrer & Co., im- 
mediate past president; How- 
ard Buhman of Warren M. 
Koons Inec.; and Robert 
Moore of Steinman Hard- 
ware Co. 


Business session discus- 


C.Y. Schelly Launches Intensive Dealers’ 


Staff Training Plan. 


Another evidence of a 
growing alertness to the 
value of salesmanship and 
product knowledge on the 
dealer level is seen in a new 
plan offered by C. Y. Schelly 
& Bro., Inc., Allentown, Pa., 
wholesaler. 

The plan is called the Re- 
tail Hardwaremen’s Techni- 
cal Training Course. It be- 
gins April 12 and runs 
through May 3, one day per 
week. 

The series of four Wed- 
nesday training sessions will 
cover product knowledge in 
depth. Twenty two hardware 
manufacturers are supplying 
instructors and materials for 
the course. Each session lasts 
from 2 p.m. until 9 p.m., with 
seven 50 minute classes each 
day. 

Aim of the course: To 
make salesmen out of clerks 
and order takers. 

“Employee mistakes are 
more costly than employee 
training, especially when the 
training is free,” says Stuart 
Lathrop, Schelly’s ad mana- 
ger. 


Goal: Better Salesmen 


Dealers agree to pay $5 
per man as full cost. But 
the $5 is returned to the 
dealer if each salesman at- 
tends at least three of the 
four training sessions. 

No dealer orders for mer- 
chandise will be accepted. 

“This is not a sales gim- 
mick,” Mr. Lathrop says, 
“and a Certificate of Com- 
pletion will be awarded each 
man who completes the 
course.” 

All books and _ supplies, 
and meals, are included in 
the fee. Classes are limited 
to 65 “students.” 

The cooperating manufac- 
turers are: True Temper, 
Fry Roofing, Sakrete, Stan- 
ley Tools, John Lucas & Co., 
Swan Hose, Boss Glove, Zins- 
ser Shellac, Bennett Ireland, 
Cordomatic. DeRusto, Hyde 
Tools, Diamond Expansion 
Bolt, Republic Molding, 
Crossman, Northwestern 
Steel, Fabulon, Independent 
Nail, Empire Brush, Lufkin 
Rule, Ray-O-Vac, and Amer- 
ican Steel & Wire Co. 





sions centered around cata- 
logue preparation and order 
processing. 

The group’s Annual Shad 
Dinner will be held May 5 at 
the Lebanon Country Club. 
There will also be a three- 
day outing in June. 


Porter Names Wolcott 
To Disston Div. Post 


John W. Wolcott has been 
appointed general manager of 
the Disston Div., H. K. Por- 
ter Co., Inc., Pittsburgh. He 
will headquarter in Pitts- 
burgh. 

Mr. Wolcott was with 
Weatherhead Co. as plant 
manager of the Cleveland 
Division. 

In 1952 Mr. Wolcott 
founded the Industrial Tool 


Design Co. in Baltimore. The 
company was purchased later 
by Engineering & Machine 
Products Co. and he became 


JOHN W. WOLCOTT 


president and general man- 
ager of that firm. After that 
he joined Weatherhead. 
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| News of the Trade 
rR. VAP ¥ OOLS | Arkansas Dealers Elect New Officers 


ARE YOU AWARE OF GREAT NECKS’ 
FASTEST SELLING TOOL LINE? 





BX-2 

BLACK BEAUTY 
#25 ALL STEEL SPORTSMAN 

HACK SAW FRAME AXE 





rst a , | Joe Miller, Nath Miller Hardware Co., Harrison, was elected presi- 
B-4C UTILITY dent of the Arkansas Retail Hardware Assn. at its Feb. 12-13 
COPPER FINISH KUT-UP-KIT convention in Little Rock. John Coker, Coker Hardware Co., Bradley, 
12" STEEL : was elected first vice-president. James D. Watts, Vaughan Hard- 
SQUARE _ ware Co., Hot Springs, was elected second vice-president. Directors 
of the association are: Charles Bufkin, Eudora Hardware & Furni- 
- ture Co., Eudora, chairman; W. H. Bradford, W. H. Bradford Hard- 
_ ware & Furniture Co., Fort Smith; Thomas Bridgeman, Mineral Springs 
Hardwore & Furniture Co., Mineral Springs; Harold E. Ford, Albert 
Pike Supply Co., Hot Springs; T. R. Gregory, Gregory Hardware 
_ Co., Paragould; Howard Groves, Southern Hardware Co., Magnolia; 
_ Martin Hankins, C. W. Hankins & Son, Warren; Ed H. Irwin, Heber 
DRIVER Springs Hardware & Furniture Co., Heber Springs; H. F. Johnson, 
SET LK-25 Murphy & Kincannon Hardware Co., Caraway; F. H. Kocourek, 
(unbreakable LINOLEUM KNIFE Kocourek & Son Hardware Co., Hazen; Victor Kordsmeier, Kords- 
handies) meier Furniture Co., Morrilton; J. M. McCutchen, Jr., McCutchen 
Hardware Co., Marianna; Frank McKinney, Hodges-McKinney Co., 
Inc., Siloam Springs; Pete Rudolph, Rudolph & Co., Gurdon; and 
C. C. Short, The Short Store, Salem. Tom R. Pickney is executive 
K-11-M secretary. Shown here, left to right, are: James D. Watts; Presi- 
UTILITY dent Miller; and John R. Coker. 
KNIFE 
KUT-UP-KIT 
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MANUFACTURERS AGENTS 


@ Simonsen Industries, Inc., Chicago—Pennsylvania, Mary- 

land, Washington D. C., New Jersey and Delaware to Milo, 

Inc.; New York, except New York City, to Sid Rubin of 
Syracuse, N. Y. 

RIPPING 


CHISEL @ Mayfair Seats, Sheboygan Falls, Wis.—Two agencies 
appointed. Texas, Oklahoma, Arkansas and Louisiana to 
Bailey-Hackney Co., Dallas; lower Michigan to R. W. 
Ricker Co., Grand Rapids, Mich. 

@ Hanson Scale Co., Northbrook, Ill—Arizona, New Mex- 


ico, Utah, Colorado, Wyoming, and El] Paso, Texas to 
Koether-Cox Co., Denver. 


SH-2 @ Hampden Specialty Products Corp. Easthampton, Mass. 
GRASS SHEAR sien ini an —Michigan and Lucas County, Ohio, to Entin-Littman As- 
sociates, Southfield, Mich. 


@ H. B. Ives Co., New Haven, Conn.—Washington, Idaho 
(except Boise), Wyoming, New Mexico, Montana and 


MW-5 f ~ Colorado to Lyle C. Hewett Co., Denver. 
. rg a : @ Parker Sweeper Co., Springfield, Ohio—Kansas, Ne- 


SAW ‘Ee braska, Missouri and Iowa to Ralph E. Miller & Associates, 
SET : Kansas City, Mo. 
in plastic | : @ Bommer Spring Hinge Co., Landrum, S. C.—Minnesota, 
pouch . the Dakotas, Nebraska, Iowa and northwestern Wisconsin 
to H. & V. Sales Co. Minneapolis. 


GREAT NECK To @ Spray Products Corp., Camden, N. J.— Kentucky, Ten- 
See ee Ley ROVERTIOES nessee, Mississippi and Alabama to J. Paul Saunders Co., 

Bowling Green, Ky. 
@ Kraeuter & Co., Newark, N. J.—Five states surrounding 
: r the Missouri area to D. R. Spickler Co., Kansas City, Mo. 
SAW MANUFACTURERS INC @ E. R. Wagner Mfg. Co., Milwaukee—Texas and Okla- 
° homa to Bemis-Lindsey Co. of Dallas and Oklahoma City. 


@ Sessions Clock Co., Forestville, Conn.—Northern Ohio, 
except Lucas County, to Nulick & Strobel, Willowick, Ohio. 
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Fones Bros. Relocate 
Company Parking Lot 


The parking lot at Fones 
Bros. Hardware Co. ware- 
house in Little Rock, Ark., 
is to be relocated. 

A ramp connecting a new 
bridge over the Arkansas 
River east of the warehouse 
will come across the present 
parking lot south of the 
building. Two buildings di- 
rectly northeast of the ware- 
house have been purchased, 
and will be torn down for 
the new parking lot. 

The truck loading dock at 
the west end of the ware- 
house has been enlarged. 
Trucking on the Second St. 
side of the plant will be 
discontinued when the ramp 
is completed. 


Orders, Spirits High 
At Piedmont Exhibit 


Dealers were in an op- 
timistic mood and placed a 
lot of orders during the re- 
cent General Merchandise 
Trade Show sponsored by 
Piedmont Hardware Co., 
Danville, Va. wholesaler. 

E. C. Bradford, executive 
vice-president, expressed the 
feelings at Piedmont follow- 
ing the two-day event: 

“It is our firm belief that 
hardware dealers appreciate 
everything that the whole- 
sale hardware distributors 
are doing in their behalf to 


News of the Trade —————— 


help them stay in business 
against keen competition .. .” 
According to Mr. Brad- 


ford, the more than 500 rep- | 
resentatives did not mention | 


recession. 


People Are the Theme 

At Pacific Conference 
“Personnel and Personal- 

ities” is the theme of this 


year’s Pacific Coast Regional 
Builders’ Hardware Confer- 


ence of the National Build- | 
and | 


ers’ Hardware Assn., 
the American Society of 
Architectural Hardware Con- 
sultants. 

The conference is sched- 
uled for May 4 through 6 
at the El Mirador Hotel, 
Palm Springs, Calif. 

The Southwest Chapter 
of the ASAHC and the 
Builders’ Hardware Club of 
Southern California will be 
the hosts to the 16th annual 
conference. 


Bowls Perfect Game 


Robert Kommers, operator 
of Kommers Hardware, An- 
tigo, Wis., recently bowled a 
300 game in league competi- 
tion in Antigo. He bowled 
267, 300, and 227 for a series 
score of 794. Mr. Kommers’ 
perfect game was the first 
sanctioned 300 game in An- 
tigo and was part of the 
highest series ever recorded 
there. 








AST ee 
STEEL weal Ff) ID a 4 « cipy FOLD 


| FLEX: weacs, OSTEEL WOGL PADS 


FLEX-FOLD: PADS 


SPLIT—YOU MAKE 2 PERFECT 8 PACKS! 


1 POUND TUBES @ SPOOL WOOL 
FLOOR PADS @ HANDI-KITS 

SCOUR PADS @ SOAP-FILLED PADS 
Not sold direct. Order through your Wholesaler. 
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i ap 
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Low costesturdy «easy to install 


backed by K-V's 
guarantee of 
highest quality! 


J. L. Hook Heads Tri-State Dealers Assn. 


~ 





J. Lb. Hook, Hook Hardware Co., Texhoma, Okla., was elected 
president of the Tri-State Hardware and Implement Assn. at its 
Feb. 12-13 convention in Amarillo, Texas. J. R. Stanley, Stanley 
Hardware Co., Big Springs, Texas, was elected vice-president. Of- 
ficers and directors, left to right, are: President Hook, Vice-Presi- | 
dent Stanley; Wallace Reid, Reid Hardware & Implement Co., | 
Munday, Texas, director; Bill Loomis, Cartwright Hardware Co., | 
Santa Fe, New Mexico, director (new); Billy Thompson, Memphis 
Farm Equipment Co., Memphis, Texas, director; Morton Gragg, | 
Portales Hardware Co., Portales, N. M.,- advisory board; Kenneth | 
Cox, Farmer's Supply Co., Lubbock, Texas, advisory board; John 
W. Speck, W. O. Speck Merchantile Co., Plainview, Texas, director; 
R. B. Allen, Canyon, Texas, executive director; Lawrence Merchant, | 
Carlsbad Hardware Co., Carlsbad, N. M., director; Howard Lane, | 
Lane & Co., Portales, N. M., director; R. B. Huning, Huning Mer- | 
chantile Co., Los Lumas, N. M., advisory board; and E. C. Arm- 
strong, Armstrong Equipment Co., Clovis, N. M., National Farm 
Equipment Director. 


No. 1400 ball bearing extension drawer slide 


Recommended for loads to 100 Ibs. Newly improved, 

with Super Oilite Bearings that provide floating ex- 
tension for heavy drawers. Positively eliminates stick- 

ing, jamming, sag or breakdown, even under heaviest 

load at maximum extension. Zinc electroplated finish. 

¥,” clearance needed each side of drawer. Stock 

| sizes: 12 to 38 inches. 

KNAPE & VOGT MANUFACTURING CO. 

Grand Rapids, Michigan 
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“Won't stick 
to the floor 

either, only 
to the rug’ 












































the only place they won’t 
stick is on your shelves 








oe 














Elmer’s full line turns over fast. Profits go up. No wonder 
—with all the ads in top consumer magazines backing 
these great glues. Stock all of them. See your supplier 
or write Elmer, The Borden Co., Dept. HA-41, 350 Mad- 


ison Avenue, New York 17, BORD 
EN ©T.B.C. 


N.Y. (Available in Canada.) 
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—— News of the Trade 


CLARENCE W. KELLY 


Valspar Corp. Forms 
Janney Best Paint Div. 


Valspar Corp., Rockford, 
Ill., has formed a new di- 
vision for sales and distribu- 
tion of Janney Best Paints, 
a major department of Jan- 
ney, Semple, Hill & Co., 
former Hopkins, Minn. 
wholesaler. Janney Best 
Paints merged with Valspar 
recently. 

John R. Baudhuin, vice- 
president of Valspar and 
Rockcote - Valspar general 
manager of colorant sales, 
will head the new division 
as general manager. R. T. 
Holloway will be assistant 
general manager. 

Clarence W. Kelly, former 


GEORGE EAMES 


Paint division, has been ap- 
pointed sales director for the 
division. 

Another former Janney 
man, George Eames, has 
been named administrative 
director of the division. Mr. 
Eames was paint and build- 
ers’ hardware buyer for 
Janney. 

Both men will headquar- 
ter in Minneapolis where a 
large new warehouse has 
been leased. Other ware- 
houses will be in Wichita, 
Denver, Phoenix, and Port- 
land. 

According to Mr. Baud- 
huin, Janney policies. will 
continue in the handling of 
the paint line. Rockcote was 
a major supplier to Janney 


convention in Boston. 


manager of the Janney Best for many years. 





New England Dealers Elect Austin A. Ley 


_ Austin A. Ley, Flynn Hardware Co., Attleboro, Mass., was elected 


president of the New England Hardware Dealers Assn. at its recent 
Cecil L. Goodheart, C. L. Goodheart Co., 
Brandon, Vt., was elected vice-president. Eugene Mutti, Foster 
Farrar Co., Northampton, Mass., was elected clerk. Chester C. 
Putney, Reading, Mass., was reelected executive secretary. New 
directors are Donald M. Bugbee, Hager Hardware & Paint Co.. 
Burlington, Vt., and Albert B. Damon, Jr., South County Hardware 
Co., Wakefield, R. |. Holdover directors are: J. Franklin Goddard. 
Laconia Hardware, Laconia, N. H.; Mario Infanti, The County Store, 
Milford, N. H.; Donald White, White Hardware Co., Framingham, 
Mass.; Lawrence W. Lyford, Thompson-Lyford Hardware Co., Brewer, 
Me.; Anthony Pinhero, Hope Hardware & Supply Co., Bristol, R. |.; 
Albert Rosen, Rosen's Hardware, Dedham, Mass.; Robert Sims, The 
Home & Garden Shop, Osterville, Mass.; Otto Weston, Otto Weston 
Hardware, Winthrop, Me.; and Mr. Mutti. Shown here, left to right, 
are: Mr. Goodheart; President Ley; Mr. Putney; and Mr. Mufti. 





Byron Bolfing, Bolfing's Elmwood Hardware, Berkeley, was elected 
president of the California Retail Hardware Assn. at its Feb. 12-14 
convention in San Francisco. George Tomasini, Tomasini's Hard- 
ware Co., Petaluma, was elected first vice-president. Ernest De- 
Gregori, Los Banos Hardware, Los Banos, was elected second vice- 
president. Officers and directors, front row, left to right, are: George 
Tomasini; President Bolfing; Ernest DeGregori; and S. C. Schelling, 
Sr., Exeter Mercantile Co., Exeter, retiring president on advisory 
committee. Back row, left to right, are: K. B. Jacobsen, San Fran- 
cisco, secretary-manager; Leonard Morris, Morris Hardware, 
Weaverville, director: Stewart Ish, Salinas Hardware Co., Salinas, 
director; Frank Bremer, Jr., Bremer Hardware, Gridley, advisory 
committee; M. J. Fitzgerald, Culver's Hardware, Benicia, director; 
Harold Abrahams, Dimmer Hardware Co., San Francisco, director 
(new); Jack Horgan, Commercial Hardware Co., Reno, Nev., di- 
rector: Howard Hill, Hill's Hardware Store, Linden, director: and 
A. F. Kunkee, Atascadero Hardware, Atascadero, advisory com- 
mittee. 





Daisy Celebrates 75th 
Year of Operation 


Daisy Mfg. Co., Rogers, 
Ark., is celebrating its 75th 
anniversary this year. The 
event will be marked with 
the introduction of new 
products and special promo- 
tions at the American Toy 
Fair and at Daisy’s New 
York showrooms. 

In 1886, the board of di- 
rectors of Plymouth, Mich., 
Iron Windmill Co. voted to 
produce a metal BB gun in- 
vented by the president, 
Clarence J. Hamilton. When 
Lewis Cass Hough, vice- 
president, exclaimed, “Boy, 
that’s a daisy,” the trade 
name was born. The com- 
pany name was changed to 
Daisy in 1895 when demand 
for the firm’s original prod- 
uct, steel windmills, fell off. 

In 1912 inventor Charles 
F. LeFever joined the com- 
pany and developed the 
Daisy pump gun and many 
other toy gun innovations. 

Throughout the years 


CHARLES H. SCHMINKE 


U. S. Expansion Elects 
Charles H. Schminke 


Charles H. Schminke has 
been elected vice-president of 
U. S. Eapansion Bolt Co., 
York, Pa. He will continue 
as general sales manager. 

Mr. Schminke was field 
sales manager for Ramset 
Fastenings System, Win- 
chester-Western Div., Olin 
Mathieson Chemical Corp., 
before joining the firm in 
1958. He became general 





Daisy has acquired many air 
rifle firms and also has pro- 
duced its own BB shot un- 
der the trade name Bulls 
Kye. 

Charles H. Bennett, who 
as a salesman introduced the 
Daisy air rifle to the hard- 
ware trade, later became 
president. Upon his death, 
he was succeeded by the late 
IK. C. Hough who was suc- 
ceeded by his son 
Hough in 1958. 


Cass 


manager a year ago. 


Wrentham Elects David 
Exec. Vice-President 


Wrentham Co., Milford, 
Conn. manufacturers’ agency, 
has elected Robert J. David 
‘xecutive vice-president. He 
was vice-president of the 
firm. 

Mr. David’s experience in- 
cludes the opening and devel- 
opment of Wrentham’s Bos- 
ton operation. 


EVERYBODY 


Orit lalele 
BUT HERE 


AKE TWE A 
MA KES Baie A 


COMES THE 


~ VY IViL J 


60 adj. 
(ADJUSTABLE 
4, 
50 adj. 
(ADJUSTABLE ) 
SOLD THRU JOBBERS ONLY 


CHAMPION BRASS MFG. CO. 
1460 NAUD STREET 
LOS ANGELES 12, CALIFORNIA 
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Low costesturdy «easy to install 


backed by K-V’'s 
guarantee of 
highest quality! 


No. 1100 lightweight drawer slide 


Ideal for kitchen and other home cabinets, available 
in standard package complete with screws and easy- 
to-follow instructions. Recommended for loads up to 
50 pounds. Bright, zinc-plate finish. Smooth oper- 
ation for life guaranteed by %” nylon rollers. 4%” 
clearance needed each side of drawer. Stock sizes: 
18 to 23 inches. 


KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan 
Want more facts? Circle 223, p. 129 
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1, , 
ml TEL @ Isat 


WITh 
LIGHT 
CONTROL 
SHADE 


@ Striking Modern Design. 
®@ Rotating Shade Directs 
Light Where Needed. 
®@ Easy Grip Rotary Switch. 
® Available in 4 Decorator Colors- 
@ Brown, Ivory, Blue and Pink. 
wer WITE-LITE 


Individually packaged on cards or in crystal clear 
poly bags. Also available 10 assorted on a colorful 
counter or wall display card. 


OTHER FAST-SELLING By. 7 \aaee ITEMS 




















———— 


COLOR WHEEL MELODY CHIME PATIO LIGHT 


Write for catalog information or contact your nearest distributor. 


CABLE ELECTRIC PRODUCTS, INC. 


Providence 7, Rhode Island 
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—News of the Trade—— 
Texas Association Elects New Officers 


Sam K. Seymour, Jr., Seymour Hardware, Columbus, was elected 
president of the Texas Hardware & Implement Assn. at its conven- 
tion in Houston, Feb. 22-24. Porter Henderson, Porter Henderson 
Implement Co., San Angelo, was elected first vice-president. William 
V. Wheeler, Wheeler Hardware, Albany, was elected second vice- 
president. Officers and directors, shown here, left to right, are: J. L. 
Rehmet, Grayson Motors, Inc., Sherman, director (new); Tom Reding, 
Taft Implement Co., Taft, director; J. L. Spencer, Spencer Bros. 
Equipment Co., San Antonio, director; C. W. Scheurer Bros., Sher- 
man, retiring director; Dan H. Tudor, Temple Hardware, Temple, 
retiring president; Frank Halla, Myers Co., El Paso, NRFEA director; 
President Seymour; Ray M. Souder, Dallas, executive director; Mr. 
Henderson; Mr. Wheeler; L. J. Sharp, Sharp Hardware, Dallas, 
director; Dixon Abney, Abney & Medford, Lufkin, director; Jim 
Batsell, J. H. Batsell & Sons, Brownsville, director; and John W. 
Gillett, Alpine Lumber Co., Alpine, director. Not shown here is 
J. H. Walker, Oil City Tractors, Inc., Beaumont, a director. 


Nebraska Dealers Elect Callen President 





Officers of the Nebraska Retail Hardware Assn., elected at its re- 
cent convention in Lincoln, seated, left to right, are: Dean Callan, 
Callan Hardware & Implement Co., Odell, newly elected president; 
Don Jones, Jones Hardware, York, first vice-president; Dale Hinrichs, 
Hinrichs & Sons Hardware, Brunning, second vice-president; and 
Frank Capalino, Lincoln, reelected secretary-treasurer. Directors of 
the association, standing, left to right, are: Robert Perry, Kollmeyer 
Hardware, Fremont; Frank Laird, Laird Hardware, Omaha: Matt 
Kipper, Havelock Hardware & Supply Co., Lincoln, (new); and Jim 
Bourret, Bourret Hardware & Gas Co., Kimball. 





Prichard Heads Connecticut Dealers Assn. 


Francis Prichard, Star Hardware Co., Rockville, was elected presi- 
dent of the Connecticut Hardware Assn. at its Feb. 8 convention in 
Hartford. Martin Daniell, Jackson-Marvin Hardware, New Haven, 
was elected first vice-president. Charles Schmidt, Schmidt's & Sera- 
fines, Inc., Waterbury, was elected second vice-president. Car! 
Nygard, Collins & Freeman Co., Branford, was re-elected treasurer. 
Russell V. Carlson, New Milford, was re-elected secretary. Shown 
here, left to right, are: Mr. Schmidt; Mr. Nygard; President Prich- 
ard: Mr. Daniell; and Mr. Carlson. 
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IT’S THE 


FAVORITE LINE 


in-Fini i by ALCOA 
Satin-Finished Aluminum 
Merchandised by ANCHOR 


i for its durability. 
ity clothesline proven i 
poe in solid or stranded ae ae 
formed to prevent snarling. Colorful - ws 
display carton contains 50’ lengths fae 
nected coils for ease in dispensing any 
desired. 


ORDER FROM YOUR WHOLESALER 


is ae 


»>997997 7777 elated 


JAMAICA AVE 


JAMAICA 23, NE 





: A 
ASSN 
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lf there’s a lawn, there’s a need for the 


Low costesturdy «easy nigel) 
SENSATIONAL NEW KEES 33 | 
motorake J 


backed by K-V's 
guarantee of 


highest guality! 





Greatest time and labor saver since the power mower; 
makes a healthier lawn because it rakes so thoroughly 


No. 1300 lightweight extension drawer slide 
Rakes 18-inch swath; raking shaft (with 33 replaceable 
“ines of heavy gauge piano wire) easily adjusted for height Recommended for loads up to 50 Ibs. Ball bearing 
Designed and built for greatest ease and efficiency of oper- 
ation, and for lasting durability 


nylon rollers guarantee noiseless, smooth, effortless 
Powered by 3 HP, écycle Briggs and Stratton gasoline operation for life. Will not stick or jam even under 
engine 


maximum load at full extension. Zinc electroplated 
DP Write P. 0. Box 822 for complete information 


finish. 4%" clearance needed each side of drawer. 
Stock sizes: 12 to 28 inches. 
KEES i D. oS ON MFG. CO. 


mcr ia, BEATRICE NEBRASKA 


KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan 
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Quick Kleen 


rHe BIG S 


IN SALES... 
IN FEATURES... 
IN PROFITS... 


WAGNER SWEEPERS SWEEP BETTER 


America’s Leading Quality Department Stores From 
Coast to Coast Are Now Selling Wagner’s New 
Medallion Line In Volume 


* 3 New Models — latest 
design and color for eye 
catching sales appeal 

* Two moving combs (ex- 
clusive feature) keep the 
brush always clean for 
immediate use 

*50% of the women 
shopping in your store 
are prospects for a 
Wagner sweeper 


e All 3 offer quality fea- 
tures that customers 
want... customers buy 

© Priced to fit every retail 
customer's budget 


© Backed up with a NEW 
Merchandising Package 
that moves people to 
move goods 

© Wagner assures you full 
profit and price protec- 
tion 


Let us design a sales plan especially for you — write | 


E. R. WAGNER MANUFACTURING CO., Milwaukee 9, Wis. 
Lh OF MILWAUKEE 
y COMB CLEANED 
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CARPET SWEEPERS 














News of the Trade 


Kentucky Assn. Elects Jim Hardy President 


Jim Hardy, Henderson & Hardy Hardware, Shepherdsville, was 
elected president of the Kentucky Retail Hardware Assn. at its 
convention in Louisville, Feb. 12-14. Robert Moneypenny, Money- 
penny Hardware & Furniture Co., Louisville, was elected first vice- 
president. Allen Conrad, Conrad Hardware, Falmouth, was elected 
second vice-president. Edward H. Keiley, Louisville, was reelected 
secretary-treasurer. Officers and directors, front row, left to right, 
are: President Hardy; Robert Moneypenny; Chestain Johnson, Car- 
rell & Johnson Hardware, Monticello, director; and A. W. Campbell, 
Campbell Hardware, Maysville, director. Back row, left to right, are: 
Ed Hank, Livington County Hardware, Smithland, retiring president 
on advisory board; Tony Wimberg, Wimberg Hardware, Louisville, 
advisory board; and Mr. Keiley. Not shown here are Pat Best, 
Best-Lovell Hardware, Danville, a director, and Maurice A. Hill, 
American Hardware, Bowling Green, a member of the advisory 


beard. 





Screw & Bolt Elects 
Berkman President 


Screw & Bolt Corp. of 
America, Pittsburgh, Pa., 
has elected Louis Berkman 
president, in addition to his 
post as chairman of the 
board. Donn D. Greenshields 
has retired as president and 
director. 


Three directors have been 
elected to the board. They 
are: Allen H. Berkman, at- 
torney; Alvin G. Keller, vice- 
president, Mellon National 
Bank & Trust Co., Pitts- 
burgh; and Charles B. Lan- 
ham, Ohio Nut & Washer 
Co., Mingo Junction, Ohio. 





brief reports of 


MANUFACTURERS SALESMEN 


@ Sylvania Electric Products Inc., Batavia, N. Y.—Samue!l 
A. Sader has been appointed manager of the New York 
branch of Sylvania Home Electronics Corp., marketing 
subsidiary. He succeeds Victor J. Meyer, who has resigned. 
Mr. Sader was branch operations administrator for Syl- 
vania’s eastern branches. 

@ Stanley Power Tools Div., Stanley Works, New Britain, 
Conn.—Fred D. Clark, Jr. from sales trainee to northern 
New Jersey and Richmond and Rockland Counties, N. Y. 
@ Owatonna Tool Co., Owatonna, Minn.—Richard Vander- 
meulen, veteran salesman, to cover lowa for the Tools and 
Equipment Div. out of Des Moines. 

© John W. Masury & Son, Inc., Baltimore—John T. Car- 
ney, formerly with Carney Paint Center, a Masury distribu- 
tor, to cover Georgia. 

@ Ortho Div., California Chemical Co., Richmond, Calif.— 
Wendell E. Dilworth, formerly in foods with Procter & 
Gamble, to Lansing, Mich. 

@ Utica Drop Forge & Tool Div., Kelsey-Hayes Co., Utica, 
N. Y¥.—Gustav E. Engelbrekt, veteran hardware manufac- 
turers’ representative, to cover the Northwest. 

@ Rugg Mfg. Co., Greenfield, Mass.——W. M. Lester to 
cover New York state except the metropolitan area. 

@ Markel Electric Products, Inc., Buffalo, N. Y.— Jeff 
Bennett to Kentucky and Indiana. 








735)Give ‘em what they want 


Give ‘em GUMOUT 


For Faster Starts ...Lots More Power 


orde# from your jobber. or writ 
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padlocks are 
Slaymaker’s See-Pack—a colorful boat in a removable clear plastic sleeve—has 


revolutionized padlock merchandising. The See-Pack is eye-appealing, sales- io A ; “> GU AR ANTEED 
compelling, versatile. It saves shelf space, keeps locks clean, is easy to open. And “\ Few ~_ 
tests prove that See-Packed locks outsell similar locks as much as five to one! 


PULL-OUT TAB ssc= ‘~ Se 4 a [| EE 
FOR HANGING —- So) SS “ YF 


IN CARTON § §=©ON WIRE RACK ON PEGBOARD iN OPEN BIN OR ON SHELF 








le LOCK COMPANY, LANCASTER, PA. World’s Largest Producer of Brass Padlocks 
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NOW!.. a really on LOW cobioshnipbentl to install 


new...versati/e... | backed by K-V's 
guarantee of 


lawn and garden highest quality! 


GARDEN GENIE: 


wv ing ~~ * 


e fertilizes 


— ; . 
en . me> $ 
° sprays “ é ¢ 
e kills weeds Sg 


e sweeps Sena 
e washes 


No. 1175 single-track drawer slide 


APPLIES liquid and soluble fertilizers! SPRAYS insecti- 
— fungicides. KILLS WEEDS safely, surely. SWEEPS A new low-cost single drawer slide that’s superior 
awns, driveways and patios! Nothing to carry, nothing to 

pump. Does the combined work of fertilizer applicator, to most double track slides. Recommended for 35 
sprayer, hose attachments, garden rakes, sprinklers, soakers. to 50 Ib. load. Fits any length or width drawer. Bright 
Unbreakable gallon plastic jug pre-mixes and delivers up ' 

to 60 gallons of any liquid or soluble garden-lawn solution. zinc electroplated finish; extra-large Teflon Roll-ezy 
Lightweight, sturdy construction; will not corrode or clog. bearings. Standard track length: 22%”. 

Spray-gap prevents backing up in water supply line. No 

spray “blow-back,” no dripping on your clothes. Instant 
finger-tip on-off control provides wide pressure range. 


Dealer Inquiries Invited + Sawyer’s, Inc., Portland 7, Oregon 


Want more facts? Circle 233, p. 129 


KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan 
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b Elects Officers 


The Heart of America Hardware Club, Kansas City, Mo., has elected 
new officers. They are, left to right: president, George Clarke of 
Diamond Tool & Horseshoe Co.; vice-president, George McMahan 
of Fayette R. Plumb, Inc.; secretary, Richard Hodges of C. G. 


Hodges Co.; treasurer, Gerald Hill 


of Clemson Bros. Inc. 





Plume & Atwood Names 
Hudak to Sales Post 
Cornelius L. Hudak has 


been promoted to general 
sales manager by Plume & 


CORNELIUS L. HUDAK 


Atwood Mfg. Co., Thomaston, 
Conn. He will be responsible 
for sales promotion, market- 
ing and new accounts. 

Mr. Hudak, who has been 
with the firm since 1949, has 
experience in sales, customer 
service and production con- 
trol. 


Hahn, Inc., Purchases 
Eclipse Lawn Mower 


Hahn, Inc., Evansville, Ind., 
has purchased the 61l-year- 
old Eclipse Lawn Mower Co., 
Prophetstown, IIl., a division 
of Buffalo-Eclipse Corp., Buf- 
falo, N. Y. 

A new firm has been formed 
as a follow-up to the acquisi- 
tion. It is called Hahn-Eclipse 
Co. Announcement was made 
by Lloyd C. Hahn, president 
of Hahn, who continues as 
president of the new firm. 

General manager of Hahn- 
Eclipse is Marvin E. Hese- 
man, formerly sales manager 
of the rotary tiller division of 
Hahn. The new sales man- 
ager is Roger L. Kerkering, 
who headed the Eclipse sales 
force. 

Hahn and Eclipse equip- 


ment will continue to be mar- 
keted under their own names 
for this season. Next year 
they will be changed to Hahn- 
Eclipse. 

Mowers and chain saws 
will continue to be manufac- 
tured in Prophetstown and 
tillers will be produced in 
Evansville. Some depart- 
ments have been moved to 
Evansville and the remainder 
will be transferred this sum- 
mer. 


Purchasing Men Hear 
Distributor Story 


The Cleveland Purchasing 
Agents Assn. heard a discus- 
sion on the role of the indus- 
trial distributor at a recent 
meeting. 

John D. Williams, presi- 
dent of Mau-Sherwood Sup- 
ply Co., and Dan R. Paskey, 
Cleveland manager for Cleve- 
land Twist Drill Co., partici- 
pated in the program. 

The film “Supermarket for 
Industry” (see HA Feb. 11, 
1960) prepared and offered 
by the American Supply 
& Machinery Manufacturers’ 
Assn., Inc., was also shown. 
The film tells the story of the 
distributor and can be ob- 
tained by anyone who would 
like to prepare a program for 
purchasing agents. 

For more information on 
the film, write to the ASMMA 
office at 2130 Keith Bldg., 
Cleveland 15, Ohio. 


Michigan Old Timers 
Honor Orrie Goelhoed 


Orrie Goelhoed was honor- 
ed recently during the Hard- 
ware Old Timers Association 
luncheon held in conjunction 
with the Business Builder 
Conference of the Michigan 
Retail Hardware Assn. in 
Detroit. 

Mr. Goelhoed of Grand 
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OBITUARIES 





John C. Pritzlaff 

John C. Pritzlaff, 71, vice- 
president and treaseurer of 
the former Pritzlaff Hard- 
ware Co., Milwaukee whole- 
saler, died March 21 while 
on vacation with his wife in 
Jamaica. He was a grandson 
of the firm’s founder, John 
Pritzlaff, and son of Fred 
C. Pritzlaff, president who 
died in 1951. He joined the 
family firm as a buyer after 
graduation from college, be- 
came a director in 1917 and 
was elected treasurer in the 
1930s. He had been in ill 
health for several years. 


Albert B. Sommers 


Albert B. Sommers, 66, 
owner of Sommers Co., Day- 
ton, Ohio, manufacturers’ 
agency, died March 8 follow- 
ing a two year illness. M1. 
Sommers was with National 
Enameling & Stamping Co. 
for 22 years until 1941. He 
became a manufacturers’ rep- 
resentative in 1946 and con- 
tinued until he became ill in 
1959. His son, Neil A. Som- 
mers, is now operating the 
agency. 


Campbell H. Chrisman 


Campbell Houston Chris- 
man, 75, former vice-presi- 
dent of Roanoke Hardware 
Co., Roanoke, Va. whole- 
saler, died recently at a Roa- 
noke Hospital. Mr. Chris- 
man joined the wholesale 
firm in 1901 and was elected 
a vice-president in 1912. 
He held that post and was 
ourchasing agent until 1958. 


Ronald L. Streeter 


Ronald L. Streeter, 75, re- 
tired hardwareman of Holy- 
oke, Mass., died recently fol- 
lowing a long illness. Mr. 
Streeter entered the hard- 
ware business in Greenfield, 
Mass., and 50 years ago 
moved to Holyoke to join 
the Osborne Hardware Co. 
In 1928 he became a part- 
ner in the Dragon & Street- 
er Hardware Co. Ten year's 





Rapids, retired Jan. 31 after 
39 years of service with Orr- 
ville Leather & Hardware 
Corp., Orrville, Ohio. Dur- 
ing the luncheon, Mr. Goel- 
hoed was presented with a 
plaque and a wrist watch. 


later he joined J. Russell 
& Co. and remained there 
until his retirement a few 
years ago. 


Fred Hinchman 


Fred Hinchman, retired 
hardwareman, died March 16. 
In his more than 40 years of 
activity he had been in sev- 
eral phases of hardware and 
industrial supplies selling. 
He had been associated with 
Hammacher, Schlemmer, 
New York City, was New 
York manager for the former 
John Russell Cutlery Co., 
and later represented Russell 
Harrington Co., Southbridge, 
Mass. For several years he 
represented Wickwire Bros., 
Inc., Cortland, N. Y. Prior to 
his retirement he had been 
associated with Louis W. 
Appell Co., New York man- 
ufacturers’ agents. He was a 
past president of the Hard- 
ware Boosters. 


Percy J. Duchane 


Percy J. Duchane, 62, one 
of the founders of Eymer 
& Duchane, Inc., Oscoda, 
Mich. hardware and lumber 
firm, died recently at an 
Alpena, Mich. hospital. Al- 
though Mr. Duchane had 
been active in the business 
until his death, the original! 
partnership has been oper- 
ated by the sons of the 
founders for some time. 


Abraham Michelson 


Abraham Michelson, 76, re- 
tired Brooklyn hardware 
dealer, died March 14 after a 
long illness. Mr. Michelson, 
who retired seven years ago, 
operated his store for 35 
years. The store is now being 
operated by his two sons 
under the name of Michelson 
Bros. 


Edgar P. Fox 


Edgar P. Fox, 74, owner 
of Fox Hardware Co., Mad- 
isonville, Ky., died in early 
March at Hopkins County 
Hospital. Mr. Fox opened his 
store in 1907. 


Gerhardt P. Pasewalk 


Gerhardt P. Pasewalk, 69, 
hardware store owner of 
Norfolk, Neb., died in early 
March following a heart at- 
tack. Mr. Pasewalk opened 
his hardware store 15 years 
ago. 





Products for the Val-Test Fall and Winter pro- 
motion programs were selected at the mid- 
March meeting of Val-Test Hardware Distrib- 
utors Promotion Committee. Executives of 
Meyer Merchandising Service presided at the 
meeting held in Chicago. Two four-color 
broadsides, the annual Book of Gifts catalog 
and related store trim kits are highlights of 
the program. The committee is, seated left 
to right: George Kern, Stratton-Baldwin Co., 
Inc.; Harold Askins, Gates Hardware & Sup- 
ply Co.; George Luker, Fones Bros. Hardware 
Co.; Herbert Regal, John S. Regal & Son; 
Cy Kennedy, Kennedy Wholesale Hardware 
Inc.; Henry Weig, V. Tausche Hardware Co.; 


Bill Workman, Hardware Distributors, Inc.; Penner, Witte Hardware Corp.; Harland Muhs, 
Harold Craig and Wayne Johnson, L. H. Kurtz Weed & Co.: Marion Grupp, Meyer Merchan- 
Co.; Ralph Judd, Harper & Reynolds Corp.; dising. Standing, left to right: Russell Cook, 
R. R. Scott and Charles Collady, Frank Col- W. F. Meyer, Jr., Robert Lent and John 
lady Hardware Co.: Irwin Mohr and H. E. Roberts of Meyer. 


A report in pictures of events in the trade 





A. E. Westlund, Westlund Hardware Co., Superior, was elected 
president of the Wisconsin Retail Hardware Assn. at its convention 
in Milwaukee, Feb. 6-7. Walter K. Smith, Walter K. Smith Hardware, 
West Bend, was elected vice-president. L. C. Wood, Stevens Point, 
was re-elected secretary-treasurer. Officers and directors seated, left 
to right, are: Vice-President Smith; President Westlund; Clarence 
Mielke, Mielke's Ace Hardware, Markesan, executive committee; 
Joseph Wolfenden, Wolfenden's, Milwaukee, director (new); and 
Mr. Wood. Standing, left to right, are: A. C. Johnson, Robertson 
Hardware Co., Wauwatosa, retiring president on advisory board; 
Alvin R. Moe, Moe Hardware Co., Black River Falls, advisory board; 
Dwight |. Pierce, Pierce Hardware Co., Brodhead, advisory board; 
Adolph Asleson, Asleson's Hardware, Stoughton, director; J. B. 
Eagan, J. B. Eagan & Sons, Avoca, director; W. S. Prentice, Prentice 
Brothers, Cornell, director; Willis Reineman, Reineman Hardware 
Co., Burlington, director; and Richard Schaus, Emil Schaus Hard- 
ware, Manitowoc, director. v > 
Ed Shouse, Shouse Implements, Abilene, Kans., was elected president 
of the Western Retail Implement and Hardware Assn. at its con- 
vention Feb. 20-22 in Kansas City. Vic Clark, Vic Clark Hardware, 
Wichita, Kans., was elected vice-president. Louis Watkins, Watkins 
Hardware, Maryville, Mo., was newly elected to the hardware coun- 
cil, replacing Gene Manny, Winfield, Kans. Reelected to the hard- 
ware council were: H. W. George, George Hardware, Osceola, Mo.; 
Frank Reusch, Budge's Hardware, Ottawa, Kans.; Richard Pratt, 
Pratt's Hardware, Colby, Kans.; John Twitty, Twitty Hardware, Spring- 
field, Mo.; and Vice-President Clark. Reelected to the farm equip- 
ment council were: Bill Adriance, Wellsville, Kans.; Eugene Roth, 
Larned, Kans.; Marion Kline, Rock Port, Mo.; John Whitlock, Mar- 
shall, Mo.; Fred Nolte, Ulysses, Kans.; and President Shouse. J. 
Keith Melvin is secretary-treasurer. Shown here, left to right, are: 
President Shouse, Mr. Melvin, and Mr. Clark. 


Spring lines of wheel goods were a center of attraction near the dining area at the recent Billings 
Hardware Co. dealer show held recently at Shrine Auditorium. The Billings, Mont., wholesaler, an- 
nounced a stepped-up advertising and promotion service and a preprinted Buying Guide. A completely 
modernized optional Store Service Program is available, according to Ralph Johnson, vice-president and 
general manager. Phil Weiser, newly appointed retail sales specialist, will advise dealers on how to use 
advertising, store layout and hold store meetings on new developments in Billings programs. 





Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, maximum 50 words 
Each additional word 
Positions Wanted 


(Special Rate) set solid, maximum 


50 words 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY: AD RATES 
$8.00 per column inch 
5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


literature, 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





MANUFACTURERS 
REPRESENTATIVES WANTED 


Manufacturer of high quality and com- 
petitive line of cabinet hardware, drawer 
slides and accessories desires represen- 
tative for the following areas, Arkansas, 
Alabama, Georgia, Louisiana, Mississippi 
Texas, Tennessee, North Dakota, South 
Dakota and Kansas. Only men who cal! 
on retail lumber yards, contract hard. 
wares, kitchen cabinet manufacturers and 
store equipment monufacturers, need 
apply. Send all detai's in first letter. 


Write Box 316, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





SALESMAN WANTED 


Leading manufacturer of hand tools has _ territory 
opening for full time salesman for the _ territory 
consisting of Mississippi, Alabama, Georgia and 
Florida. Sales are to hardware, automotive, and 
industrial supply houses. Salary, automobile and 
expenses furnished. Give all particulars regarding 
experience and background. 


Write Box 402, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVE WANTED FOR 
BATH ACCESSORIES 


Want experienced representatives now calling on vol- 
ume buyers in their area. We make full line of 
towel bars, paper holders, etc. Write us giving de- 
tails of background for consideration in your terri- 
tory. Sea-Chrome Company, 1032 Gerhart, Los 
Angeles 22, California. 





REPRESENTATIVES WANTED 


Proven line available for most territories 
for direct-to-dealer representatives calling 
on hardware, lawn and garden and simi- 
lar retailers and key accounts. Repeat 
business annually runs 6 times initial sale. 
Biggest commissions in industry. Supply 


territory and other details. 


Write Box 276 
Highland Park, Illinois 








PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, 
Hardware stores and Lumber Yards, etc. Give 
all particulars first letter, all inquiries held 
strictly confidential. Write Majestic Brush 
Mfg. Corp... 210 W. 29th St.. New York |. 
New York. 








REPRESENTATIVE WANTED 
EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, de- 
partment, variety and chain stores. Item has 
excellent repeat business! Good commissions. 
Write, giving territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6 Minn. 











MANUFACTURERS REPRESENTATIVE or 
salesman calling on hardware dealers in Western 
Pennsylvania. Established territory. Dog Goods, 
Leather Goods and related hardware items. Orr- 
ville Leather & Hardware Corp., Orrville, Ohio. 





LIVE AND ACTIVE REPRESENTATIVES 
WANTED by an established paint brush manu- 
facturer with excellent reputation specializing in 
over-the-counter paint brushes. Many lucrative 
territories available. Leads provided. Must have 
experienced men willing to cover their areas and 
currently calling on Jobbers and Chains. Write 
Box 409, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





WAN" ED EXPERIENCED SALESMEN 
well acquainted with volume buyers of hardware, 
auto accessory, chain stores, department stores, 
in many sections of the country except Michigan 
and California. We make the most complete line 
of floor and window cleaning Squeegees for the 
home, car, gas stations, stores, factory. Year 
round selling with good repeats. Protected terri-’ 
tory to right men. Commission basis. 
Company, 18750 Fitzpatrick Avenue, 


Detroit 28, 
Michigan. 
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OPPORTUNITY! 
MANUFACTURER'S REPRESENTATIVE 


Aggressive producers. East, Midwest, South, 
New England. Calling on hardware jobbers, 
distributors, wholesalers, dealers. Beautiful out- 
door Plastic Home Decorator Plaques and flex- 
ible self-adhering Plastic Letters and Numbers. 
Write full details first time. P. M. E. Company, 
106 Naylon Avenue, Livingston, New Jersey. 











SALESMAN following amongst hardware 
trade to represent leading plumbing supply jobber. 
Line tailor-made for hardware trade. Side line 
would be considered. High commission. We pub- 
lish catalog and price sheets. Territories open, 
Hagerstown, Md., Hanover, Pa., Chambersburg, 
Pa., Altoona, Pa., Warren, Pa., Bradford, Pa. 
Lynchburg, Va., Port Jervis, N. » orn Boston. 
Mass. Give full details in first letter. Write 
Box 410, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





REPRESENTATIVE WANTED for 
toilet seats manufacturer calling on 
stores, Chain stores, Discount stores. 
territories. Write giving all qualifications and 
territories to Box 407, c/o Harpware Aor, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


Eastern 
department 
Protecte1 





SALES REPRESENTATIVE WANTED for 
established paint brush manufacturer, high com- 
missions, several protected territories open, ex- 
cellent opportunity for salesman having contact 
with hardware, paint, lumber, chain and drug out- 
lets. Write Box 406, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





IMPORTER of quality Danish Carbide Mason- 
ry Drills wants representatives for direct-to- 
dealer sales in New England, New York and 
other Mid-Atlantic States to Hardware, Lumber 
Yards and Building Supply stores. Annual re- 
peat business potential far in excess of initial 
order. Merchandising help and good commission. 
Ynly men with retailer following need answer. 

ease state experience, territory covered, lines 
e@arried presently and other pertinent details to 
Box 405, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 7 Fe. 


DISTRIBUTORS WANTED 
Open Territories for Cordless Electric 
Shaver, German. High quality. $12.95 
retail. Attractive deal. Sole distribution 
for U. S. Sample $7.00 prepaid. 
TRANSWORLD TRADING COMPANY 


565 Sth Ave., New York 17, New York 
OX 7-8770 











HARDWARE REPRESENTATIVE 
WANTED to solicit New Jersey, North of 
Trenton, Eastern Pennsylvania. For a leading 
Builders Hardware Manufacturer offering a com- 
plete selection of hinges, hydraulic door closers, 
cylindrical lockets, shelf and cabinet hardware, 
packaged fasteners and other popular fast selling 
Builders Hardware items. If interested contact 
Box 212, c/o Harpware Acer, Chestnut & 56th 
Sts.. Philadelphia 39, Pa., giving your qualitica- 
tions and full particulars. 





SALES MANAGER Ww AN TE D tor established 
Philadelphia builders hardware firm. Must have 
following among legitimate hardware wholesalers. 
Must travel and supervise sales staff. Salary 
plus bonus. Send full details. Write Box 401, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





SALESMEN WANTED to sell Harris 100% 
handmade guaranteed high-carbon steel knives to 
the retail hardware trade. For sixty years manu- 
facturers of butchers, paring, carving, kitchen, 
boners, skinners, steak, sticking, hunting knives, 
etc. A unique quality side line paying 20% com- 
mission. Give details of present occupation and 
territory. Harris Knife Company, Cedar Rapids, 
lowa. 





REPRESENTATIVES WANTED, calling on 
hardware, lumber, electrical, plumbing and chains, 
to sell highly competitive sabre saw blades. Choice 
territories available. Liberal commission, excel- 
lent repeat business. Write G. Spoar, 216 West- 
cott Street, Syracuse 10, New York. 





MANUFACTURERS REPRESE NT ATIV E 
wanted for the States of Texas and Oklahoma to 
sell line of builders hardware, key blanks, door 
knobs. Through Wholesale Hardware Trade. 
Write Box 327, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED ACCOUNTS WANTED BUSINESS OPPORTUNITIES 


HARDWARE—-mill and factory supplies also, 


NATIONAL MANUFACTURER Want Sales In Southern California? retail. 3 buildings; etablished 64 years. Good 


buildings, stock and business. Good name—fine 

Of good quality, competitively priced paint nced sales maker can handle one good reputation. Fixtures, equipment, stock, goodwil! 

brushes, has several protected territories avail- agp quality products, fairly priced. This and all assets go with sale. In Chicago Southwest. 

able. Top commission, all shipments prepaid. representative is well and favorably known $30,000.00 plus inventory. This is a bargain—act 

Splendid sapere for the right men. State among top flight merchandisers in hardware now. Write Box 313, c/o Harpware Ace, Chest- 
full porticulars in first letter. distribution. nut & 56th Sts., Philadelphia 39, Pa. 

Write Box 305, ¢/o HARDWARE AGE : ee ae ee 


Write Box 413, ¢/o HARDWARE AGE . linia dealin a " 
Chestnut & 56th Sts., Philadelphia 39, Pa. Chestnut & 56th Sts., Philadelphia 39, Pa. BELIEVE IT OR NOT. For less than 5¢ 


each you can buy as few as three dozen brass 
key blanks beautifully embossed with your name 

and address in permanent raised letters. Write 
MANUFACTURER’S REPRESENTATIVES WANTED SPECIALTY, housewares, non- today for free bulletin 2858. HAZELTON 


calling on hardware distributors. Baked Enamel food and hardware @ines by aggressive hungry CHAIN CO. (manufacturers of key blanks and 
Aluminum Carrying Equipment offers good poten- manufacturer's representative, Chicago market-—- sash chain), 81 Kemble St., Roxbury 19, Mass. 
tial and excellent commissions for you. High We will get results! Write Box 411, c/o Harp- 
quality product—10 colors—complete merchandis- ware Ace, Chestnut & 56th Sts., Philadelphia 39, , . sneeemes cx , 
ing program including counter and wall displays. Pa. oe S a ae — yore 
Special introductory offer helps you open up dis- es Sarewere — depen e dist. = 
tributors. Many territories open. Crown Alu neaepes te i mediate trade center 25,000 people. Handling & 
IC c299 >: WANT SALES RESULTS? We get them stocking, hardware, plumbing, steel, pipe, wire 

minum Industrial Corp., 5820 Centre Ave., Pitts . - se ’ . ’ -. ’ 
burah 6. Penaavivania because we concentrate in Michigan, Ohio, Indi- rope, tanks, fence material, rails, ranch & mine 
as ’ = ana. Will handle two additional lines—only supplies, new & used. Facilities for adding build 
highest grade considered. Write Box A-10, c/o ing materials or expanding scrap & salvage. Six 


LLARDWARE Ace, Chestnut & 56th Sts., Philadel hgure price. Owner wishes to retire. Make ap 
ACCOUNTS WANTED phia 39, Pa. pointment thru ph. 410 or P. O. Box 788, Saf 
i Sac ow ——- . . ford, Arizona. Don Pace. 
RESULTS: sales force — in the Rocky —— 
N 


REPRESENTATIVES Mountain States. We NEED an additional line BUSINESS OPPORTUNITY: for sale New 

with merit to be sold only through Industrial, England hardware Building Supplies-Fertilizer 
Covering all phases of jobbers. Can render Hardware and _ Building Supply Distributors. and Farm seeds. Main highway. Established 5) 
reliable aggressive service. We are national Reply to: P. O. Box 3411, Denver 12, Colorado. years. Included—buildings, fixtures, inventory. 
distributors with established actively oper- equipment, etc. Health reason for selling, price 
ating branch offices in New York, Phila- 


lelp) Detroit. Cl ; iT 1 $75,000. Write Box 408, c/o Harpware AcE, 
delphia, Detroi eveland and Louisville. ‘hes . 56th Sts *hilz ia 39, Ps 
We carry the account or you can bill di- HELP WANTED Chestnut & 56th Sts., Philadelphia » Pa. 
rect Inquiries invited. WRITE ANCO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. BUYER of Hardware and Industrial Supplies 

’ , J striz pplies 
by 50-year established Connecticut supply house. POSITIONS WANTED 
Experience in setting up buying and inventory 
control records, price books-—working closely with SALES MANAGER, assistant sales manager- 
sales personnel. Good opportunity for right man 


les 1 ) r - Regional sales Representative, currently employed 
CANADA Write Box 328, c/o Harpware Ace, Chestnut & by same employer six years. Forty years old. 


56th Sts., Philadelphia 39, Pa. married, two children, own home located central 
Manufacturers representative with office in New Jersey. Twenty-one years of aggressive, di 
—o ~~ bo wholesale pe a ‘a versified, creative selling. Capable training sales 
in Eastern Canada, requires additional line BUSINESS OPPORTUNITIES men. Also capable producing results at distribu 
on exclusive basis. Long established and well tor and dealer levels. Prefer channeling all my 
known to the trade. Write a efforts for one company. Especially geared to 


Box P-3!. ¢/o HARDWARE AGE $$$ OLD COINS $$$ Metropolitan type thinking and selling. Prefer 
New Jersey and adjacent states as _ area 
Chestnut & 56th Sts., Philadelphia 39, Pa. GOLD SILVER COPPER COINS 


Write Box 412, c/o Harpware Ace, Chestnut & 
Wanted by Hobby Collector—old or odd U. S. Coins 56th Sts., Philadelphia 39, Pa. 

be in good ‘condition, “Send small lots by Registered — 
EPR AER Se Se a yee n ndition. sma 

MANI F ACT RERS REPRESEN r ATIVE insured Mail, large lots by Express ineured Ter full ADVERTISING MANAGER Tw ' : 
covering all phases of the trade, covering Metro- value. Will send check by return mail and hold wate: Kem at a wenty —= 
politan New York and New Jersey. Have well a Pig your oe. if no o- —_— we a oe mall and name order — —— direct 
established following, turned at once. References: The Summerville Ban ail an ublication promotions eran spe- 
on te sa Tools oe. Wy ill handle ve of the Chamber of Commerce. Bs -S Ca —~ + cialist in effective hard-hitting hard sell for hard- 
only. Write Box 404, c/o Harpware Ace, Chest- ome AA (47 years old), Summervilte, goods. Highly creative, expert in planning, lay- 
nut & 56th Sts., Philadelphia 39, Pa (TT : out, copy, follow-up, statistics, customer and _pros- 

pect correspondence. Write Box 323, c/o Harp- 
a a vi MODERN HARDWARE AND GIFT store. WARE Ace, Chestnut & 56th Sts., Philadelphia 39, 
. a. , In present location 26 years, center of town in Pa. 
oe ie four mee sale ¥ force, established since fast growing Crab Orchard, Lake Area — 

SU, covers hardware, housewares, automotive, llinois. Brick Buildin 50’ x 110’ for sale or 2 , ites — - hail eae 
party and club plan, rack jobbers, super markets, one Inventory po fixtures approximately MAN WITH 28 YEARS EXPERIENC E - 
jobbers, chains, department stores and large re- ¢42.900. $10,000 down, 8 years on balance with wholesale hardware, retail hardware and indus- 
tailers. Can promote volume line. Inquiries in- proper security. Owner retiring. Write Box 414, trial supply _ business. Have had executive ex- 
vited from responsible manufacturer. Suite 314, ¢/o HARDWARE Ace, Chestnut & 56th Sts., Phila. perience. Will relocate. W rite Box $29, ¢ oO 
43 Leon Street, Boston 15. Mass. delphia 39, Pa. HARDWARE Ace, Chestnut & 56th Sts., Phila- 

delphia 39, Pa. 

WELL ESTABLISHED MANUFACTURERS RETAIL HARDWARE STORE, established : ; : 
REP RESENTATIVE open for additional Hard- over 30 years. Located centra’ California, main HARDWARE SALESMAN OR_ STORE 
ware, Housewares or Garden line for Metropoli- shopping area. Clean stock of hardware, housee MANAGER, 39 years old with family and 10 
tan New York and New Jersey. Concentrated wares, gifts, paints (available either with or with- years hardware retail experience as owner and 
persistent coverage of Hardware, Housewares, out appliance dept.) Low cost long term lease. manager. Efficient in purchasing, sales, merchan- 
and Garden wholesalers, Rack Jobbers, Chains and Sales volume for 1960, $300,000 plus. Sacrifice dising, accounting, inventory control and costs. 
Catalog houses. Excellent reputation in trade. sale at well below cost due to age and ill health. Will sell or manage in area adaptable to present 
Write Fox 403. c/o HarpwarE Acer. Chestnut & For details address Box 302, c/o Harpware address. Resume on request. George C. Rosen 


56th Sts., Philadelphia 39, Pa. Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. krans, 35 Conestoga Trail, Sparta, New Jersey. 

































































NEED REPRESENTATION IN NEW EN- 























PLASTER-STIK 


the quick, easy way to 
fill hairline cracks. 
Works equally well 
under all paints. 
Retail 25¢ 


TRIM-GUARD 


Yy i¢ keeps paint where it 
: belongs, protects ad- 
é | a : joining surfaces. 
©) A Spring steel blade. 
G Retail 25¢ 
va BETTER HOUSEHOLD 1 through qualified 
§ HARDWARE SINCE 1872 wholesalers by Write for catalog showing full line 


imesh eliieeemme Dept.B, 506 Third St. Des Moines, lowa 














E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want more facts? Circle 234, p. 129 Want more facts? Circle 235, p. 129 
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a> el A, \ : 
‘Se ay ae 4 COfe® 


AND UNCOVER THE ‘HIDDEN GOLD IN 


POWER MOWER PROFITS 


THE % 


18” and 20” Cutting Widths 


COOPER “KLIPPER’ Mowers are 
self-propelled, easy handling and 
easy to maneuver. Simple and posi- 
tive height cutting adjustment - Ya” 
to 234”. Briggs & Stratton 4-cycie, 
2Y_ HP engines equipped with recoil 
starters, choke-o-matic 
carburetion, no-spill air 

cleaners and _ lo-tone 

mufflers 


NO OTHER POWER 
MOWER CAN MATCH 
IT 


BUILT FOR THOSE WHO 
WANT THE BEST 


THE 
19” and 21” Cutting Widths 


Convenient individual 
wheel adjustment pro- 
vides quick-set height 
contro! from 1¥Y>” to 
3”. Choke-o-matic 
carburetion provides 
4 starting, stop- 
ping and speed 
control. Briggs 

& Stratton 4- 

cycle engines, 

recoil starters. 

Write TODAY 

and Price 


COOPER MANUFACTURING 


\\ 


4 — . 
id 7 
. J 


a 
Trim 

|All controls at stand-up 
‘height for operating con- 
venience. Choke-o-matic 
carburetion control for 
easy starting, stopping 
and speed control. Simple 
turn of hand changes 


\from edger to trimmer 


‘and back 
ogain. Briggs 
| & Stratton 4- 
cycle engine, 
with recoil 
starter and 
new  no-spill 
air cleaner. 
for literature 
Schedule. 


COMPANY 


MARSHALLTOWN . 








The one marking pencil that writes 
on everything you sell or service 


® Works mechanically 


No tape to unwind 
Neat, strong case 
Handy pocket clip 
Refills in 6 bright colors 


ASK YOUR WHOLESALER OR WRITE TO LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A 


Ajax Hardware Corp. 

Aluminum Co. of America 
Market Makers 

American Can Co. 

American Chain Div. Amer- 
ican Chain & Cable Co. 6 

American Cyanamid Co. 
Agricultural Div. 

American Plastic Products 


Anchor Wire Corp. ....... 
Androck Products ......... 27 
Animal Trap Co. of America 164 
Arrow Fastener Co., Inc. .. 145 
Arvin Industries, Inc. Con- 


sumer Products Div. ..117, 135 


| Autoblend Products, Inc. ... 46 


Ballonoff Metal Products Co. 165 
Behr Manning Corp. 

Bestwood Corp. .. 

Borden Chemical Co. 

Bowers Mfg. Co. ...... - 
Burnishine Products Co. ... 34 


Cc 


Cable Elettric Products, Inc. 172 
Cadman Co. 
Campbell-Hausfeld Co. 
Chair Loc Co. 
Champion Brass Mfg. Co... 
Champion Bronze Powder & 
Paint Co. 
Chemical Products Co., Inc. 
{ Kwik) 
Chevrolet Motor Div., 
eral Motors Corp. ... . 142-143 
Clarke Floor Machine Co.., 
Div. of Studebaker-Packard 


mark Div. 
Columbian Rope Co. ...... 
Columbus Plastic Products, 


Inc. 
Commonwealth Plastics Corp. 155 
Cooper Mfg. Co. 180 


D 


Davol Rubber Co. ......... 40 
DeMert & Dougherty, Inc... 55 


Deshler Products Co. ...120-121 

De Witt Products Co. ..... 159 

Duncan-Morris Co. ........ 

DuPont de Nemours & Co., 
Inc., E. |. Polychemicals- 
Tynex Paint Brush 

OS, aD rr 


E 
Elite Sales Corp. ..... 


F 


Faultless Caster Corp. 
Fletcher-Terry Co. 
Flexo Products, Inc. 
Flint & Walling Mfg. Co., 

Inc. 
Pena Beever Ge ..... 2.0%: 
Franklin Metal & Rubber Co. 16! 


G 


General Electric Co. Large 
Lamp Div. 

Goodell Co. .. 

Goodrich Industrial Products 
Co., B 

Goulds Pumps, Inc 

Grant Pulley & Hardware 
Cerp. .. 

Great Neck Saw Mffrs., Inc. 

Greyhound Corp. 


H 


Hines-Park Foods, Inc. (Dun- 
can-Hines Institute) 

POE, MM einin soc nore 

Howard Hardware Products, 


Corp. ... 
Huenefeld Co. 
Hyde Mfg. Co. 
Hy-Ko Products Co. 


Illinois Bronze Powder Co. 


lron City Tool Works, Inc. . 


K 
Kees Mfg. Co., F. D. 
Knape & Vogt Mfg. 
~  Peee 169, 171, 173, 175 


| SU, Ws asute ca cov eess 159 





OVER-THE-DOO 
GARMENT HANGERS 








BETTER HOUSEHOLD 
HAROWARE SINCE 1872 
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S 


Larson Co., Charles O. .... 182 a ~ a Inc. Garden Genie 
179 175 


Leonard Co. 

Listo Pencil Corp. ..... 
Lucas & Co., Inc., hele: 
Ludlow Products Corp. > Yee 


M 


M & D Store Fixtures, Inc... 
Macklanburg-Duncan Co. 
Magic Iron Cement Co., Inc 
Marlin Firearms Co. 
Marshalltown Trowel Co. .. 
McGill Metal Products Co. . 
Miller Co., Inc., Robert E. . 
Miller Mfg. Co. ........... 
Minnesota Mining & = 


Co. 
Myers & Bro. Co., F. E. 


N 


National Cash Register Co. 
National Chemical & gece 


Co. 
National Mfg. Co. 
Northwestern Steel & Wire 
SEA Ae ee 


O'Brien Corp. 


Panzer Products, Inc. 
Pennsylvania Refining Co. 
Gumout Div. 
Pennsylvania Saw Corp. .. 
Pioneer Gen-E-Motor Corp. 
Pioneer Rubber Co. ...... 
Pittsburgh Plate Glass Co. 
Paint Div. .... 
Plastic Products Co. 
Portable Electric Tools, 
Inc. ........101, 154, 160, 
Proto Tool Co. Div. Pendle- 
ton Tool Industries, 
BR ee tek area 149, 


Quickee Products, Inc. 


R 
Radiator Specialty Co. 
Reardon Co. ..... ‘ 
Red Devil Tools 


oo Plastic & Chemical 
rooms of Metals Co. 
Yourself Aluminum 
Rival Mfg. Co. 
Rubbermaid, Inc. 
Rust-Oleum Corp. 
Rutland Fire Clay Co. ..... 


Do-It- 


61 


44 | 


144 


65 


. .35-38 


. 182 


13 


. 138 


Sherwin Williams Co. .. 
| Skil Corp. 
| Slaymaker Lock Co. 
Southern Fabricators Corp. . s 
Southern Screw Co. 


Schalk Chemical Co. 
Screw & Bolt Corp. of 

America 
Sheffield Bronze Paint Corp. 47 
. 120-121 
<0) cae eer ss 3 156-157 


Star Bronze Co. .. 
Star Key & Lock Mfg. Co. 162 


| Stencil Specialty Co. 


Sterling Quality Products, 
Inc. 

Swingline, Inc. 

Sylvania Electric Products, 
Inc. Lighting Div. 


T 


Tap-A-Line Mfg. Co. ...... 182 | 
165, 179, 180 | 


Tate Co., E. H. 
Thomas Industries, Inc. 
Sprayit Div. 
Thompson Co., E. A. 
Travco Plastics Co., Inc. 


True Temper Corp. 23, 24-25, 26 


U 


Ullman Devices Corp. 
United States Plywood Corp. 41 
Upland Industries, Inc. 


V 


Vaco Products Co. ae 
Vital Products Mfg. Co. .... 34 


Vichek Tool Co. .......125, 162 


Ww 


|Wagner Mfg. Co., E. R..... 


Washburn Co. 

Wessel Hardware Corp. 

Westclox Div. General Time 
Corp. 

Whiz-Mow, Inc. 


| Wickwire Brothers, Inc. 
| Winfield Brooks Co., Inc. . 
Wood Shovel & Tool Co. . 


Woodhill Chemical Co. .. 125 


Wrought Washer Mfg. Co. . 140 | 
| 


Y 


Yale & Towne Mfg. Co. Lock 


& Hardware Div. 


Z 


Zinsser & Co., Wm. 








132-133 | 











Do floor nails 


rip into your 


Sander profits 


Holt demountable 
drum cushion keeps 
rental sander 
always working 


For rugged 

rental trade. 

aJZ= = Only Holt Streamliner 8 
Floor Sander 

exhausts dust thru 

removable handle. 


When you rent Holt sanders you have the profitable advantage of 
patented demountable drum cushion that you can replace on the 
job or in your store in a matter of 5 minutes. All you have to do 
when the inevitable damage to cushion occurs, is loosen one nut, 
take off the old cushion, slip on the new one —and you're in 
business again. You don’t even remove the drum—just the cushion 
itself comes off. Thus there’s no lost rental while waiting a num- 
ber of days for an exchange drum from the factory, or for a re- 
paired cushion to “set”... no need to tie up capital in spare drums. 


To remove cushion, 
loosen this nut. 


Slip off old, slip 
on new cushion. 


Another exclusive advantage for you is the streamlined design 
of the Holt rental sander. For example, there’s no separate pipe 
for dust exhaust. Dust is carried up thru the handle pipe into the 
dust bag, leaving the machine free of gadgets that catch and 
break. It’s easy to put into and take out of private automobiles. 
For full details, mail coupon NOW. 


SALES AND SERVICE CENTERS IN MAJOR CITIES 


IF YOU SELL PAINT 
vou neeD STAT 


STAT stetehon patet brush cleaning. 


STAT is economical, saves hours of work. 


STAT is perfect for cleaning paint 
from hands, face and even 
hair. 


Winfield Brooks Company, Woburn, Massachusetts 


UG, MANUFACTURING CO. 


Oakland 12, Calif.; 10702 - 46th St., 
272 Badger Ave., Newark 8, N. J. 


669 - 20th St., Tampa 10, Fla. 


HOLT MFG. CO., Dept. P4 669 - 20th St., Oakland 12, Calif; 
10702 - 46th St., Tampa 10, Fla.; 272 Badger Ave., Newark 8, N. J. 


Please send me detai!< on Holt rental machines. 





Name Position 








Firm 





Address 
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“PENN STATE” 


SAWS 


PENNSYLVANIA SAW CORPORATION 
Want more facts? Circle 241, p. 129 





the home of 


REPLACE-A-PART 
products { 


TRAV 


PLASTICS CO. 


T 46th STREET 


,iag YORK 


TRAVCO offers SUC- 
CESSFUL IMPULSE 
SELLERS — Staple 


hardware and house- 


LACE-A- 
IRONING BOARD 


wo REP 


COVER FASTENERS 


Ask your distributor 
about TRAVCO’s profit — 
profit -profit — profit line, 
or write for free catalog. 


wares . attractively 
bubble 


the 


packed for 


Housewife and 


the Do-It-Yourselfer' 
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Most items available. 
too, in standard deci- 
mal pack. 

See Your Jobber or Write for Literature 


Sterling, 
Iilinois 


CHAS. QO. LARSON CO. 
Want more facts? Circle 243, p. 129 —__ 





HOMEOWNER'S and 
MECHANIC'S 
BEST FRIEND 


Quality Enamels and Lacquers 
in foolproof can 
¢ Champion Chrome Aluminum Paints 
* Champion Metal-Glo Gold & Copper 
Finishes 
¢ All types of Chrome Aluminum Paints and 
Special Aluminum Paints 
PLUS 
Fibrated Asphalt Aluminum Roof Coating 


CHAMPION BRONZE POWDER & PAINT CO. 


2101 N. Elston Ave., Chicago 14, Illinois, Dept. HA 


eeeeeeeeeeeeeee @ @ 
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FEATURING: 
RED TIP REPLACEMENT 
BLADE WITH NEW 
LOK-IN* BUSHING 


This eye-catching display kit comes to you 
completely assembled for only $39.92... 
parts retail for $59.95. Kit occupies little 
room yet provides ample space for extra 
parts. @ Due to the newly designed LOK-IN 
bushing, Red Tip blades now fit most 
mowers, even those with the new Briggs and 
Stratton engine with below deck flywheel 


* Write today for FREE catalog! 


Y= WHIZ-MOW INC., HAMILTON. 
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--vv) THE HANDIEST THING 
SINCE wa 
TA I- “LINE ELECTRICITY --<— 


FROM 6 INCHES Ss 
TO 10 FEET LONG Tap-A-Line — 
mounted on or 
behind work benches, 
in the lab, on test tables, 
in lamp or appliance stores — 
provides multiple taps from a single 
power source. Safe — concealed conductors — 
tight positive contacts — easy to install in any position. 
Sold by Electrical, Electronic and 
Hardware Jobbers and Dealers | 7 24) 


Tap-A-Line Mfg. Co. 


P.O. Box 563 
Pompano Beach, Fila. 





Furniture Rest — Pintle Type 





RUBBER CUSHION GLIDES 


metal 


smoothly. Set of 4 
a 3-color ecard. 6 Si 
" %”, 1”, 


Bakelite Furniture Rest 


Bakelite Caster b\’ 





Dingle prong 
Menepoint Glide 











Wonderful for all wood 
Glide softly, “aieatly, 
f 1/16", 1%”, 1%". 

. PROMPT SHIPMENT 

Ask your jobber, if he is not supplied, wr 
ROBERT E. MILLER & CO., INC.., 
35 Pearl St.. New York 4. N. Y. 











ion Glide 
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Now ... a big-profit Red Devil department in less space 
than you ever imagined! 


Three compact displays that work together . . . arrange 
them any way your space permits, horizontally, diagon- 
ally, or up and down. Stand out however you use them... 
even in odd spaces no one-piece display would fit! Equipped 
with base for use on counter, too. Tools for everyone, both 
old pro and impulse buyer. 

Make up the 3-unit display best suited to your trade by 
choosing one merchandiser from each of these groups: 


= ete Nw 














SPECHT) ee eee 














MERCHANDISER A-65 


4 Ways 
excitingly ditferent| 














Merchandisers A-61 through A-64. Each offers a different 
assortment of professional quality painters’ cutlery. 


Merchandiser A-65. Putty knives, wall scrapers, and 
spachtling knives from Red Devil’s value-priced line. 


Merchandisers A-66 and A-67. Each displays a different 
assortment of nine fast-moving Red Devil wood scrapers 
and specialties. 

Hang up all three merchandisers you select in one eye- 
stopping display. You’re bound to ring up more sales. 


ONLY SMALL OUTLAY NEEDED. Most expensive of these merchandisers costs only 
$20.07. You pay for tools only, make full 40% profit on each one. Free displays are 
ruggedly built to last. Postcard included with each brings you new price-panel in- 
serts in event of changes. Get this hottest new idea in merchandisers working for 
you now. Get in touch with your Red Devil jobber. atee 


Red Devil Tool. sion vs. uss. 


World’s largest manufacturer of painters’ and glaziers’ tools — since 1872 





